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In oaeh of those 
major markets 
it isn't even elose: 
more radios are 
timed to the 
Storz Station 
than to anv other. 
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MIAMI . . .WQAM =1 

Iloopir, Puis,, Tnntlis. Si i P<htir or l,M .lack Snmlli r. 



WDGY Minneapolis St. Paul 
WHB Kansas City 
WQAM Miami 
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product;* into rapid na- 
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I WTIX New Orleans 



BATTING AVERAGE 

KSTP-TV 29.9 
STATION B - 11.5 
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I'll be home soon, Ma... they're 
starting to throw curve balls ! * 



In the Twin City market you're facing real big 
league competition when vou start swinging against 
the 10:00 p.m. offerings of KSTP-TV and its famous 
news operation (voted "Finest in the Nation" in 
national competition). 

Last March, KSTP's competitor began identi- 
cal News-Weather-Sports programming in this time 
period backed by a heavy promotion barrage. The 
midseason ratings (June ARB) show this has re- 
sulted in a 21 c c drop in their batting average com- 
pared with June, 1956. 



At the same time, KSTP-TV is sporting a lusty 
gain with a 29.9 Monday-through-Sunday ARB 
average.* 

All of which proves that KSTP-TV . . . reaching 
its fans in more than 700,000 TV homes ... is best 
equipped to make your pitch in this important, 
major market. For further information contact your 
nearest Petry office or a KSTP-TV representative. 

"ARB Metropolitan Area Report, 
June 1956, June 1957 



MINNEAPOLIS • ST. PAUL Basic NBC Affiliate 

Represented by Edward Petry & Co., inc. 






America's longest running hie show 
Kraft Television Theater is seen by an a\erage 
of 20 million people every week 



Television's first 10- year -old! 



Now in its 11th year, Kraft Theater 
has been on television longer than any 
other show. 

// has produced more than 520 hour- 
long dramas. 

Last year it pained a bigger audi- 
ence than any year in its history and 
now is seen by about 20 million 
people a week. 

Last year, it produced more big 
shows — sold more scripts to the him 



industry than any year in its history. 

Television's first 10-year-old was 
the first commercial network show . . . 
the first weekly drama show to go on 
a color schedule. 

It has presented such widely ac- 
knowledged television masterpieces 
as "A Sight To Rememlur," "Patterns," 
"A Profile in Courage." It can make a 
new star overnight, as it did this year 
with "The Shigin' Idol." 



Kraft Television Theater productions 
are selected, cast, directed and other- 
wise wholly produced by Kratt and 
the J. Walter Thompson Compan\. 

If vou would like to discuss any 
aspect ot television as an advertis- 
ing medium, get in touch with the 
). Walter Thompson Company office 
nearest you or write. 1 20 Lexington 
Avenue. N T ev York 1~. New York 



J. Walter Thompson Company 

New York. Chicago. Detroit. San Francisco. 
Los Ancclcs. Hollywood. Washington. D C . Miami and 
principal international markets. 
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DIGEST OF ARTICLES 

Tv: The marketing medium 

27 Tv has revolutionized marketing by pre-sdling t lie consumer, pushing 
new products into national distribution. Here admen view its impact 

How to make every radio dollar work like ten 

30 Willi a network railio spearhead. North American Van Line- and its 
agency -tretehed a $250,000 budget to many times it- face value 

Inside Dr. Dichter 

33 What is he like this man who i- the symbol of motivational research? 
Here is an intimate personality profile of the Freud of .Madison Avenue 

Timebuyers of the U. S. (Part Two) 

37 Mo~t exten-ive list of timebuyers yet published links timebuyers 
with their accounts, gives agenc>'s address, phone and executives 

Tv Basics/August 

47 Tv Basics this month features average program costs for eight show 
types; how competing clients compare; program index and schedules 
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In Upcoming Issues 

Barter's dangers 

W ith barter of tv time no longer an oddily. buyers and sellers both are 
taking long hard look at the dangers: to ad effectiveness, media standards 

Strictly by the numbers 

If you've ever had to explain to either your client or your customer — 
why numbers alone are an inadequate measure of time slot values, 
you'll enjoy this three-act play on how a spot campaign gets rolling 

American Gas Association case history 

Here's how American Gas \— ociation and Lennen & Newell turned 167 
individualists into an informed democracy andeffecthe network t\ sponsor 
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Speaking of BARGAINS . . . 




WHO 

for Iowa PLUS! 



Des Moines 



50,000 Watts 



Col. B. J. Palmer, President 
P. A. Loyet. Resident Manager 
Robert H. Harter, Sales Manager 

gjr Peters, Griffin, Woodward, Inc., 
National Representatives 



You get Iowa's TOP radio 

bargain when you buy WHO. 

More Iowa families listen 

to W 7 H0 regularly, daytime, 

than to all the 56 

other Iowa stations COMBINED* 

*So//rce: 1956 Iowa Radio 
Andiefice Surrey 



WHO Radio is part of 
Central Broadcasting Company, 
which aUo owns and operates 
WHO-TV, Dcs Moines 
WOC-TV, Divinport 
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News is a significant personal experience for viewers of WCCO Television's 10 O'Clock News 
every night. Twenty-two trained newsmen back Newscaster Dave Moore, Weatherman 
Bud Kraehling, Sports Expert Dick Enroth. The emphasis is on Be There and quality pro- 
duction. The result: Arresting scope and dimension. Ask Peters, Griffin, Woodward about 
the more than a million impressions available every week. 



WCCO television mi st e p A a P u°l s Channel 4 

CBS TELEVISION IN THE NORTHWEST 
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NEWSMAKER 

of the week 



On 26 July at 2: lit a.m. a cheel; for a nix-fisjure sum 
changed hands at II Hi 11 road any in ,\f»M* York and Mutual 
liroadeastiiiii System, formerly headed hy Thomas T. {P'iSeil 
as a suhsidiary of (lenend l ire and linhher Co., heeame the 
urft/terlv iff a svndieate headed hy I'anl Hoherts from L. A. 

The newsmaker: Paul Roberts, new president of \I1!S. is 
one man whit'*, totalh sold on the value of network radio todav. atid 
willing; to put up cold cash to prove his faith in the medium. Con- 
vinced that MBS can he a {iood propertv, he persuaded a svndieate 
of \rmand Hammer, president of Occidental Petroleum Corp.. Los 
\iigrles. and Ro\ Roberts*, realtor and oil operator of Ojai, (Cali- 
fornia, to help him hack up the purchase, which, according to Rob- 
erts. in\ol\c> over §700.000, 

"Hell. I organized an 11-station fni network on the Coa-I and 
made it pay,'" he told Sl'dNsOU. 
"People arc bin ing commercials 
on it. Besides, you sec 3,000 or 
more stations on the air in the 
country and not going out of hu>i- 
ncss, so they must he making 
monc\ 

Other factors, beyond MBS's 
profit and loss sheets, which stimu- 
lated his interest are the growing 
nunihers of car radios 1 35 to 36 
million today I and the report of 
the set manufacturers for the first 
six months of 1957 which indi- 
cates that for the first time since t\. more radio than tv sets were 
sold during that period. 

"Another thing that attracted us to this buy is the way MBS sells 
to the station." he told sponsor, lie's referring to MBS's \irtuall\ 
continuous; programing plan under which the network provide* its 
programing to the stations hut does not Share the revenue from its 
network sale with them. The stations will have full rights to adjacen- 
cies to the "vigorous, new programing" Robert* intends to introduce. 

"We plan to continue and improve the 'Triple Advantage Plan' 
under which Mutual recently signed new advertisers." he ? avs. 

I rider this system. MBS has lined up such advertisers as L&M, 
General Motors. Pontiac. S. C. Johnson and others. 

Former newspaperman Roberts has big plans for increasing Mu- 
tual? sales staff, promotional activities and stepping up the caliber 
of its projiramiriji with such tentative ideas as "yetting bis name- 
for the news." 1 he programing emphasis will be on -pecial event- 
"and that type of programing that not only gets peak audience, hut 
thereby also henefits our affiliate.*." Working with Roberts as MBS 
executive v. p. will be Beit Hauser. former MBS v. p. 

Says Roherts: "I've torn up my plane ticket to L. A. From now 
on. 1440 Broadway is headquarters for us." 




f 



Paul Roberts 



tower in 

Eastern U.S. 

(4th highest 
in the world) 

is being erected 
right now at 

Augusta, Ga 



1,292 feet tall 

1 ,375 feet above 
average terrain 
1 ,677 feet above 
sea level 

will serve . . . 
1 1 2 million people 

will cover . . . 
more of S. C. than 
any S. Carolina 
station, PLUS . . . 
more of Ca. than 
any station outside 
of Atlanta. 

maximum power . . . 

100,000 watts 

low band VHF 

NBC & ABC networks 



CHANKEL 




AOGOSTi 



Represented by Avery Knodcl. Inc 
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Smrt 
customer... 

Trust mama to spend money wisely. 
Her newly syndicated series is helping 
advertisers across the nation get the 
most for their dollars. Nationwide 
Insurance Company has bought mama 
in 32 markets in a ten-state region, and 
a number of other major areas have 
been sold, but your market may still be 
available. If you're a smart customer, 
you'll place your order now for 26 
half-hours of mama (16 are brand-new). 
Because, as Variety notes, "mama is 
burning up the syndicated track!"* 

CBS Television Film Sales, Inc. 



". . . thr hist film /irar/rn ins for nil slut mns" 




*Here an thrv otln r /lj/iirnl /■;•<. •<.< rmiin ruts; 
IIARRIKT VAN IIORNE, N. Y. \V( iUI,r»-TELE< .B \M & SI'S: 

"/ u-unhi it' t tlrittin •[/' f/"i/"i "it uml mi.ismo M i iii a. 

Ih ri is fth risimi ii t tl i toy i\t Its J 'I'll ." 

BEN (".BOSS. N. Y. DULY \K\VS: "Mmin is "i • nt thr 
most i ntt rttll n I in] .-■« ;•;<>■ mi t>li risnm 

TV Cl'IPE: ' ' frulml'l J no • tin r shmr u I i.»f.>r_v / »!■« 
irnrill'd its iril J mini snliilhj into tin ojli i turn.* <>/ the 
rit iriinj />iibl ir. ' ' 

Audl-nrt's nijrci . Mnnii nr< rurji ii first in h< r turn 
peri mi I iriii') n foiir-ymr run mi CBS Tflnisinn, 
with if i ■> rnqi t.'i.J c .Y;i 1st n share of o mtn nr> , 
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Lancaster, Penna. 
NBC and CBS 

One of the basic objectives of 
WGAL-TV programming is to 
uphold and assist important 
civic projects. Strategically 
scheduled programs and an- 
nouncements are carried daily, 
in a never-ending effort to 
serve the hundreds of worth- 
while organizations vital to the 
life of the many communities in 
the WGAL-TV coverage area. 



MULTI-CITY MARKET 
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STEINMAN STATION 
Clair McCollough, Pres. 

Representative 

THE 

MEEKER COMPANY, INC. 

New York Chicago 
San Francisco Los Angeles 
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Timely hint to broadcasters : Get tin* red carpet nlicked up; you're in for a 
lot of visits from ugencymen. 

Especially those with automotive account* will lie hitting the roud in full force foi 
personal contacts in behalf of their new spot campaigns. Thev want to: 

1) Insure satisfactory and amply-spaced spots between car commercial^. 

2) IVrsoiinli/.e what the factory is doing by informing local dealers of the dimen- 
sions, etc.. of the air campaign on home ground. 



The tv networks this week took the priee wraps olT their new daytime strips. 
1'rograin costs quoted to agencies per gross quarter-hour segment are: 

• AliC: Bandstand. S1.500: Lady Luck, §2.300; Do You Trust Your Wife, 83,000. 

• CBS: Hotel Cosmopolitan. Beat the Clock, and You Are the Jury. S3.. 500 average. 

• NBC: Arlene Francis show and Treasure Hunt. $3,200 each. 



General Foods will have about $5 million riding on daytime network tv dur- 
ing the 1957-58 season (through Y&R). 

The outlay represents a 400% increase in this category. iNBC will carry four daily 
strips; CBS, two. 

For GF the splurge marks quite a reversal of policy: It wa> only three years 
ago that the company deemed daytime network tv "too unrealistic" and concentrated on 
nighttime. 



The Canadian Bureau of Broadcast Measurement this week updated its count 
of tv homes for the Dominion. The estimates show: 

POPULATION HOUSEHOLDS TV HOUSEHOLDS PERCENTAGE 

16,503,100 4.051,600 2,657,300 66% 

Quebec and Ontario account for 71% of all Canada's tv homes, each province be- 
ing 76% saturated. 

Spot radio now shares this phenomenon with the newspapers: Thursday and Fri- 
day schedules have become top-heavy with grocery items. This week the trend was 
emphasized when: 

• Flako (Quaker Oats) stipulated that its bulky schedule of minutes and time signab 
be slotted on the two big food-shopping days. 

• An upper New York state station informed its rep that to accommodate Flako's or- 
der its schedule would be loaded with a grocery store item about every 15 min- 
utes during the day. 

• Meantime weekend spot radio continues its march toward a sell-ont. Buyer? 
of saturation are getting in the habit of including Saturdays and Sundays. 



Tv spot this week showed signs of snapping out of the summer doldrums. 
Requests for availabilities are starting to come in. 

Consensus among the reps is that tv spot buying will move into high gear about 
the middle of this month. Thev base this on inklings from agencies 
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SPONSOR-SCOPE continued 



Now that the tv networks are pretty well squared awa) with their fall nighttime com- 
mercial schedules, an updating of time costs is possible. 

A check with each of the networks by SPONSOR-SCOPE this week shows that the 
prices — minus discounts — that advertisers will he paying for their hookups this 
fall are: 

AVERACE STATION LINEUP 



HALF HOUR ON 

ABC TV 
CBS TV 
NBC TV 

ONE HOUR ON 

ABC TV 
CBS TV 
NBC TV 



$42,000 
60,000 
65,000 

no,ooo 

110,000 
108,000 



MAXIMUM STATION LINEUP 
$60,000 

68,000 
68,350 

97,000 
118,000 
113.800 



Tv's costs and franchise expenditures are forcing the heavy network spend- 
ers to develop or acquire new products. 

For instance, Pharmaceuticals needed a summer product to fill in for Geritol; so it 
bought the J. B. Williams Co. and got Skol. 

(For more on the influence that tv exerts on expansion see article, The Marketing 
Medium, page 28.) 

Take it from Nielsen, 37% more homes listen to radio between 6-9 a.m. Meek- 
days during the average minute than in 1948 (when there wasn't any tv com- 
petition). 

These figures apply to January-February of this year and 1948. During this interval 
listening homes per average minute rose from 4.3 to 5.9 million. 

The latest breakdown of the audience by time period shows: 6-7, 2.8 million; 7-8, 6.5 
million; 8-9, 8.4 million. 



In terms of sheer numbers, toiletry products keep mounting as users of network 



tv. 



Twenty-seven appeared on the three networks during the first six months of 1957. 
Food and food products alone had an edge over the self-prettifying field: 



CLASS 


ABC TV 


CBS TV 


NBC TV 


TOTAL 


Apparel 


1 


0 


1 


2 


Appliances 


2 


4 


4 


10 


Autos & Auto Products 


6 


5 


5 


16 


Beer & Wines 


3 


2 


0 


5 


Candy & Soft Drinks 


2 


1 


2 


5 


Drugs & Remedies 


5 


3 


10 


18 


Food & Food Products 


12 


17 


10 


39 


Gasoline & Oil 


0 


2 


1 


3 


Household Soaps, Cleansers 


2 


5 


10 


17 


Industrial Material 


0 


1 


5 


6 


Institutional, Misc. 


4 


6 


8 


18 


Jewelry, Cameras 


1 


0 


5 


6 


Tobacco 


4 


6 


5 


15 


Toiletries & Toilet Goods 


3 


12 


12 


27 


TOTAL 


45 


64 


78 


187 


Gulf Oil has $3 million 


earmarked for 


tv this fall 


via Y&R, but how the m 


be used was still up in the 


air this week. 








The agency, among other 


things, has beei 


l mulling 


an evening 


half-hour 



ABC TV. 
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SPONSOR-SCOPE cuntmued . . . 



1.8*4 week, as the t\ networks were rr\\iiig llu-inseh r» up fur tin* filial full 
sales push, they got :i rare windfall in a rare mriliiim — the New York Time*. 

It happened when I he Time*, at *src*al length and with some documentation, front- 
paged a story tlial network Iv sale-; are rather "-oft." That was all tin- networks ami 
TvR needed to «i«-t in their side of the start for almost a solid week drib piinled 1>\ 
the Times in the interests of fair pla\. lire gist: 

• ARC: Ah rady has sold 1 6 \i% hours of evening time, as against I 5 '/» in mid- 
Angnst hist year, hate afternoon sales are up 20%. 

• CBS: Retter picture than a year ago. Onl\ two half-hour evening periods available. 

• Mid: As of 2 July, nighttime sales showed an edge of 1 hour and 45 iiiiinilc- 
over the year he fore. Daytime sales are almost double — ."jr! 1 | hours vs. 30 in Jul\ 
1956. 

Moral (if out* is necessai) ) : I) It will he an enormous network t\ season if the 
present pace holds (2) raw figures on hour? sold (such as The Times u*ed) are prettv 
flimsy statistics — you have to calculate size of hookup, too, and (3) unless yon in- 
clude the specials, one-shots, etc.. \ou hawu'l got all of the j i r«-t I \ pirlnrr. 



Kcactions against coined* comiuercials are heginiihig to .net in thick and fast 
along Madison Avenue. 

The general complaint: The latest specimens lend to he cornied up to the hilt 
and/nr loaded with pointless dialogue. 

So the trend toward the light-touch commercial sparked fur a while hv imaginative 
characterizations and cle\er writing couJd turn out to be a fairly brief one. 

Predicted the head commercial writer for an agencv loaded with radio hillings to 
SPONSOR-SCOPE this week: 

"They'll he going hack to the jingle soon in hordes. Nothing sticks in the 
mind so effectively as a hatch of catchy words put to catchy music." 



CBS Radio's big score this week was the sale of 10 live-minute news periods 
a week to Miles Laboratories ($24,000 a week in lime and talent). 

The Miles order becomes effective in September and for 39 weeks. 

Other CBS Radio sales were to Singer Sewing Machine. Nncoa I Ue-t Foods I. 
Libhv-MciVeill & Lihbv. Ron Ami. and General Fonds. 



Women may become almost as rich a market for electric shavers as men. 

The trade estimates that 2 million women's electric shavers will be sold in the 
next year (the field as a whole has grown 65% in four years). 

Advertising note: All five of the top selling electric shavers — Remington-Rand. 
Schick. Norelco. Sunbeam, and Ronson — will be in air media this fall. Norclco is 
gearing for the Christinas trade with an eight-week tv spot campaign. 



Don't expect the continuing attacks on filter-tip cigarettes to reverse the 
sales and advertising trend on this item. Here's why: 

1) Once the consumer is sold on any built-in protective de\ ice. he hesitates to aban- 
don the "improvement. '" 

2) Cigarette makers are inextricably caught in the "homogenized" trend — 
recovering everv speck of the tobacco leaf so that there's almost no waste. "Homogenized 
is fine for filter-tips especially. 

Meantime R. J. Reynolds* sales and profits for the second quarter set a new 
peak, and sales for the first half lopped a year ago by S52 million. 

P. Lorillard's second quarter was 9.4% better than a year ago in sales and 
up 30.6% in profits. The filter brands — Kent and Newport now account for .54% of 
all Lorillard cisarette sales. 
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SPONSOR-SCOPE continued 



Judging by the phone inquiries SPONSOR-SCOPE got from agencies the 
past week, the technique, problems, and prices of barter time continue to be of 
high-riding interest. 

Here are a couple sidelights on barter methodology : 

• The barter merchant isn't inclined to disclose the complete list of stations he 
can furnish until the deal with the agency or advertiser is closed. 

• It takes about six months for the deal to get into full operation — since the 
barter operator must pick up station as the contract progresses. 



You will find these opening gambits in general use among the merchants who 
baiter film for time: 

1) An offer of a big package of markets — perhaps 80 or 100 — with the price 
about 20% below card rate. (This is the starting point for negotiations.) 

2) Assurance of maximum discounts, even though the account may not earn them. 

3) Rate protection for as much as five years. 

A memo left with a Park Avenue agency this week by a barter operator listed these 
price comparisons for seven announcements a week for 52 weeks. 

ISO. MARKETS SCHEDULE TIME MAXIMUM DISCOUNT CARD RATE BARTER PRICE 

100 Daytime $2,053,000 $1,579,000 

100 Late evening 2,382,000 1,762,000 

80 Daytime 1,834,000 1,397,000 

80 Late evening 1,971,000 1,579,000 

(For timely opinion among station managements on the subject of barter, see new 
SPONSOR weekly feature, FILM-SCOPE, page 61.) 

CBS Radio thinks there's a good chance of the segmentation trend reversing 
itself this fall: Sponsors may start a return to the "old-time religion" of buying 
half or quarter hours. 

The cause of the network's sudden optimism is the interest of several advertisers in 
exclusive sponsorship of the Jack Benny and Stan Freberg shows. 
Time and talent for the Benny half-hour is $13,000: Freeberg, $10,000. 

Two more reasons why manufacturers must pre-sell their brands via stepped- 
up advertising: 

1) Food Fair, considered a bellwether in the grocery chain field, is going in for 
discount appliances in its Florida operations. 

2) National Tea, Midwest grocery chain, has made a deal with the mail-order 
house, Alden's, to sell via the latter's catalog. 

Colgate's domestic sales for the second quarter continued to run under the 
1956 mark, but earnings were over double the year before (the result of econ- 
omies and deadwood-trimming). 

The quarterly comparison: 1957 sales, $68 million (profits, $848,985); 1956 sales, 
$78 million (profits, $336,150). 

Though their names weren't on the official list, Y&R had a substantial delegation 
on hand for Henry J. Kaiser's gathering in Hollywood two weeks ago to stir the 
promotional fires for his forthcoming Maverick series on ABC TV. 

Sigurd Larmon himself headed the Y&R contingent, drawn from the N. Y., 
L. A., and San Francisco offices. 

For other news coverage in this issue, see Newsmaker of the Week, page 5; New 
and Renew, page 63; Spot Buys, page 66; News and Idea Wrap-Up, page 70; Washington 
Week, page 79; sponsor Hears, page 82; and Tv and Radio Newsmakers, page 88. 
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THE BAY THAT TURNED 





this is 
case MstoO' - 



of SPONSORerf advertisin 



send for * 1 — now! 

watch for — next month! 




40 East 49th Street, New York 17, New York 
Chicago, Illinois • Los Angeles, California • Birmingham, Alabci 



YD TNG 'iSf .f? r'B 7 CAM, 
/kite lining 

«VJT'>' YORK • CIIICAOO • DETROIT • S.LV mLVClSCO ■ /OS A.VOKLrs ■ tlOl I. rwtum Vu,\TltK.\ I. ■ Tt>m>VTt> ■ Vt: X/Cij CITY ■ SA.V Jt/AJV ■ irj.vno.t 




Follow through! 



One was to get better results . . . not only on the 
tee . . . but on TV! ... is to "follow through" on 
your spot commercials. 

By personal \ isits to local markets and stations, 
Y & R's Local Ser\ ice Representatives often find 
better ways to integrate the commercial into pro- 
grams. 

They gather new information on the value of 



current time slots — bring about energetic, imagi- 
nati\e local merchandising — and return home 
with a picture of a client's spot acti\ ities all o\er 
the countrs. 

W hat it all adds up to is this: making friends 
with the local TV market can be an important 
step in getting customers to make friends with 
the products you ad\ertise. 
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NBC is the only television network! 
that increased its national average 
audience rating, both nighttime ano 
daytime, during the 1956-57 season. 



SOURCE: NIELSEN TELEVISION INDEX AVERAGE AUDIENCE RATING -7 A.M.-6 



Fhe average audience rating of each 
)f the other two networks decreased. 



ON.-FRI. AND 6-11 P.M., SUN.-SAT.; OCT.-DEC, 1956 VS. APRIL-JUNE I, 1957. 




I 

I 



SOUTHERN 
CALIFORNIA 



INTERURBIA 



SANtvA BARBARA 




SAN BERNARDINO • 
RIVERSIDE • 

PALM SPRINGS • 



LOS ANGELES 



IS COVERED BY 

A 

only stations 




SAN DIEGO 



IMPERIAL VALLEY £> 



INTERURBIA ... "a complex of 
cities, towns, suburbias which 
have grown together . . ." is startlingly 
illustrated in the solidly packed strip 
from Santa Barbara through 
Los Angeles and San Bernardino- 
Riverside to San Diego. 

NCS #2 CONFIRMS individual city 
ratings . . . only 3 radio stations 
are popular and powerful enough 
to deliver complete this multi-million 
super-market. 

OF THIS TOP TRIO, KBIC is 

• the only independent 

• the least expensive 

• LOWEST in cost-per-thousand 
by one yard stick 

• SECOND by the other. 

Any KBIC or Weed man would like 
to show you the documents. 




JOHN POOLE BROADCASTING CO. 

6540 euntst Blvd.. Los Angelas 28, California 
Ttttphono: Hollywood 3~3tOS 

Nat. Rep. WEED and Company 



jTi me buyers 
at work 




Joan Stark, Grey Advertising Agency, New ^ ork, thinks that "too 
few people recognize timebuy ing as a profession/' Like am other 
profession, she points out, skill is developed through knowledge, 
experience and practical application. Consequently, no definite 
formula or set rules can be prescribed. "Buyers must be flexible 
and learn to change their methods 
to fit the client and product." 
Joan says, "to allow for more crea- 
tive planning and buying. In 
some instances, pure instinct and 
insight into a market alone can 
play the major role. That would 
happen, of course, only after the 
evaluation of the availability situ- 
ation, cost-per-1,000. social and 
economic patterns in a market, 
work and travel hours, weather 
conditions, to mention just a few 
of the factors that a good buyer considers." Joan feels that media 
will reach its highest professional level through sharing the responsi- 
bilities with copy for the success of campaigns. "Copy and media 
are interdependent."' she says. "Neither can be effective without the 
other. The finest copy will fall flat without the proper exposure: 
likewise, a solid media plan will go askew" when copy lacks punch/' 



Bill Harmon, Leo Burnett Co., Chicago, timebuyer for Charles 
Pfizer Co. I feed supplement and animal health division I and other 
accounts, says: "For Pfizer's Agricultural division, we have devel- 
oped an interesting combination of marketing and media data, based 
on the animal population according to the Lbiited States Census 

figures. We can't use 'people" pres- 
entations! We combine Nielsen 
coverage data for stations with 
Census figures on the animals and 
come up with the cost-per-1.000 
hogs, cows or chickens. When 
plugging a poultry product, we'll 
want the leading counties in egg 
production or. perhaps, the num- 
^jf**- tt.BBW,a.B' ^ er °^ chickens more than four 

■ W A months old a county -by -county 

A ■ fl A ba>is. \\ e like to the 

housew ife because she has an espe- 
cially significant say in chicken raising. We have used network radio 
to introduce a new product, fast, and then supplemented in farm 
areas with spot radio. We favor radio farm directors' programs for 
news and market reports. Farm directors' endorsements and good 
local testimonials are added helps in selling our products. But adver- 
tising is basic and pretty much the same rules apply for all products." 
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12CH VALUE 
MARKET 




OFFERING 
OUTSTANDING VALUES 
IN 





The Columbus, Ca. 
metropolitan area ranks 11th in 
the nation in Per Family Income, 
97th in Population, 98th in E.B.I. 



In our 53-county coverage 
area of 159,846 TV homes 
WRBL-TV ranked first in 92% 
of all Class AA % Hours, 
first in 87.3% of all Class 
A 'J quarter hours, and 68.8 
in all Class B V4 hours. — 
(March Telepulse) 

RADIO PE-R^AWK 



WRBL radio leads in 
homes delivered by 55% 
— day or night monthly,) 
WRBL— over 54,420, Sta- 
tion B — 34,940. Best buy 
day or night, weekly or 
daily is WRBL <NCS No. 
2) 



CoMHi3NTT7 

Community confidence and sales results are proven 
by a continuously growing family of local advertisers. 
Your Hollingbery man has proof of local preference 
for WRBL. 

WRBL 

AM-FM-TV 



CALL HOLLINGBERY CO. 



COLUMBUS, CEORCIA 




by Bob Foreman 



Agency ad libs 




The one-shot in tv advertising 

Since the word "spectacular" connotes the 
flamboyant and today, in addition, what is exces- 
sive in cost and questionable in value, it will be 
carefully avoided in this brief but poignant 
discussion of the "one-shot" in television. 

Infrequent or intermittent programing should 
not be considered advertising in the usual sense. 
Advertising per se is the regular use of commer- 
cial cop\. Frequency of impression is as vital to its success as is the 
soundness of what appears or the size of audience reached. 

The most effective advertising utilizes frequent impressions against 
its prospects. This applies whether the product advertised is in its 
introductory phase or is well along in years. Or whether it's an 
idea that is being advertised. 

For the one-shot, of course, there is no frequency. There is little 
more, from an ordinary advertising standpoint, to the two- three- or 
four-shot. Hence what are the values of these intermittent broadcasts, 
if any? How can they be used, if at all? What shapes and sizes do 
they come in? Your jovial leader on these little excursions will 
attempt to provide some of the answers below. 

It's used as a change of pace 

First and foremost among the purposes of the one-shot in tv is 
as a sudden, attention-getting and effective pace-changer ... a change 
of pace on top of the normal magazine schedule and weekly or alter- 
nate weekly television program . . . slotted on a date that ushers in 
a season, a new model, a sale, an important anniversary ... a change 
of pace that alters the traditional approach being used by the adver- 
tiser. 

Thus the newness of the effort and the shift in attack will kindle 
an awareness for the messages that perhaps had been dimming year 
after year. Such a change of pace will come to (if the effort is 
properly selected, produced and promoted) the happiest of conclu- 
sions in the trade or among employees or both. 

In order to take full advantage of this change of pace, it is neces- 
sary to make the program itself different. It must be something of 
an event. It cannot be typical of those which fill the logs of the 
channels during the course of the week. This requires money. Usu- 
ally carloads of it. Two hundred and fifty thousand dollars (time 
not included) might be considered par for the course. Though some 
types come for less, the biggest of extravaganzas are far more 
expensive. 

How 7 long a show? Well, usually it is necessary to program for 
at least an hour-and-a-half, this length being out-of-the-ordinar\ . 
However, by judicious selection of material, stars, and prayers, it 
is possible to do an hour-long one-shot that will be "an event;" i.e. 
documentaries such as Project 20 productions so ably produced by 
NBC's Henry Salomon. In the dramatic form, it is difficult however 
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Storer 
Broadcasting 
Company 



announces the appointment of 




as national representative for 



WIBG 

RADIO 99, Phi lack I phi a 

Philadelphia's Most Powerful 
Independent 
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in 2cm ^/tancteco 



KOBY dominates the nation's 7th 
largest market May-June PuW! 
weekends 6 a.m. to mid 11.7; Sat. 
13.0; Sun. 11.3! May-June Hooper: 
weekdays 7 a.m. to noon 21.6; — 
noon-6 p.m. 21.0 . . . 22.8 all day 
average. Nielsen agree* — rates 
KOBY at 21,100 \SI 6 a.m. t<> mid. 
KOHY operates full time . . . 
10.000 watts the hay area's most 
listened to and most powerful inde- 
pendent. Contact Edward Petry & 
Company, Inc. 



Agency ad libs continued 



to give stature to an hour program. To do so requires special 
material and superb casting. It is my belief las well as hope) that 
Rexall's Pinocchio will fall into the category of great "hours." With 
Micke) Koonej . Walter Slezak. Fran Allison, Jerry Colonna, Mata 
and Hari, Stubln Ka\e, plus the most refreshing book as well as 
superb music and the choreograph) of Hanya Hobus. it can and 
should make its GO minutes a real occasion. 

\\ hy then are there so mail) nursen tales scheduled as one-shots 
this year? You hear this question often. The answer is a simple 
and obvious one. With a single chance to pull an audience, familiar- 
it\ is vital. During the earl) evening hours, when youngsters as 
well as adults are available, it is doubly important. The music, too. 
is helped if it is familiar. Few. if an), original scores will ever 
get the benefit of the months of pre-program plugging which was 
done for Richard Rodgers* Cinderella tunes. Once is all! 

Which brings me to the last point of this tract. Promotion is 
essential. All the on-the-air plugs possible. Publicity in the maga- 
zines and newspapers. Merchandising to the trade. To home, office 
and factor) personnel. To customers. Tie-ins with all other adver- 
tising running. Without these helps, the show can very well go 
unnoticed. With them, plus a good time period, a great cast and 
sufficient luck — your one-shot could make you a Big Shot! ^ 




11 P! 



\1I ratings are soaring sky high 
for KOS1 — Denver's No. 1 station. 
May-June Hooper, 19.4 a.m. - 22.1 
p.m. share. Fehruary Pulse: 15.5 
all day average. KOS1 sells full 
time- to a big, big audience in the 
mile high Denver area. KOS1 op- 
erates at 5,000 watts. . . Repre- 
sented nationally hy Forjoe. 

MID-AMERICA 
BROADCASTING CO. 



in Greenville, Miss., WGVM 



No. I in both Hooper & 
Nielsen 

See: Devney & Co., Inc. 



How to promote a one-shot show 

Foreman says, publicity-promotion-merchandising cam- 
paign for a one-shot would fully exploit these four areas: 



A — Publicity 

1. Direct mailings to tv editors 

2. Telephone interviews for edi- 
tors in key cities with cast 

3. Complete coverage of all re- 
lated media--- honse organs, 
religious, fraternal outlets and 
all publicity space that is off 
the tv pages 

4. Unusual novelty mailings and 
unusual press party ideas* 

*For Timken Televent "Eleven 
Against The Ice" it was sug- 
gested that they invite news- 
paper editors to spend a few 
minutes in a room with tem- 
peratures approximating Ant- 
arctica or that they send out 
such mementos as a plastic 
ice cube, souvenir thermome- 
ter, bottle of melted ice from 
Antarctica, etc. 

B — Station promotion 

1. Trailers on the show, ad mats 
for local newspapers 

2. Letters from stars of the show 
to station managers 

3. Contest ideas and contest kits 

4. Ready-to-use on the air an- 
nouncements and briefs 



counter ~ 



5. Special promotion kits that 
will include recorded excerpts 
of show or other recorded an- 
nouncements about the show 

C — Station merchandising 

1. Product pix and stories 

2. Window streamers, 
cards 

3. List of district managers 

4. Other Promotion pegs 

D — Internal promotion ideas 

1. Special promotion kit to com- 
pany salesmen 

2. Weekly mailings on the show 
to client's customers 

3. Novelty mailings to build ex- 
citement in shows 

4. Personal appearances of show- 
personalities at plants 

5. Direct announcements to em- 
ployees, stickers for cars, but- 
tons for children, etc. 

6. letter from company presi- 
dent to stockholders announc- 
ing shows and questionnaire 
to invite comments 

7. Copies of mailing pieces, 
newsletters and other promo- 
tion items to stockholders 
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COMING THIS FALL FROM MGM-TV 



THE T 



S TA R R I N G 



PETER LAWFORD PHYLLIS KIRK 



AND 




Five more BIG MGM-TV series are 
now in preparation for production 
at the fabulous M-G-M 
Culver City Studios 

NORTHWEST PASSAGE" 
THE FEMININE TOUCH" 
MIN & BILL" 

YOU'RE ONLY YOUNG ONCE" 
GOODBYE, MR. CHIPS" 

Boreham Wood Studios. 
London. England) 



For more information 
about this great 
programming opportunity 
write, wire or phone 
Charles C. "Bud" Barry, 
Vice President, 
1540 Broadway, 
New York City 36, 
JUdson 2-2000 




.4 



V 




A Service of 
Low's Incorporated 



it's a Rowing 
matke* \ 




• MIDLAND 
• ODESSA 



BIG SPRING 



IN 



"OIL-RICH" WEST TEXAS 

with a continuous 
population growth. 

Midland Odessa Big Spring 

'40 9,350 9,550 12,600 

'50 21,700 29,500 17,300 

'57 58,800 74,700 31,000 

*CSI PER HOUSEHOLD 

MIDLAND $7,403 
ODESSA $7,102 
BIG SPRING $5,920 

-SRDS 

YOU GET ALL 
THREE ON . . . 



News and views for women in 
advertising and ivives of admen 



Women's week 



Business parties: More and more wives of admen are eager to 
join in their husbands' business-social activities to the point where 
a number of exurbanite young wives have bought commutation 
tickets to Manhattan simply to attend business cocktail parties. 
Their rules for being an asset rather than liability at these times: 

1. Generally, make your appearance at the party casual, or it 
looks as though you're butting in. In fact, several wives mention 
offhandedly at parties that they're joining their husbands for dinner, 
to make appearance seem less specifically tied to the party. 

2. If husbands get involved in business discussion, move dis- 
cretely away to avoid distracting talk. 

3. Dress conservatively. 

4. Do not discuss children, maids or cooking except with other 
wives. 

5. Unlike strictly social cocktail parties, don't make an effort to 
meet other people, but wait until they're introduced to you. 

6. If left alone, sit down at a table and quietly sip your drink. 
There's no such thing as a wall-flower at a business party, just a 
discrete wife who's reluctant to interrupt business talk. 

7. Follow your husband's cue on making future invitations or 
engagements at a business party, or you might get too chummy with 
his toughest competitor. 

Programing needs the woman's touch: As Myrtle Tower, pro- 
gram director of WABC. New York, points out. Patti Searight of 
WTOP, Washington, D. C, isn't the only gal whose talents in pro- 
graming for a radio station have been recognized. 

"Sorry, Patti, but here I am," she says. "And since there's no 
claim like a new claim, I'm staking that I'm the only woman pro- 
gram director of a 50 kw. ouned-and-operated station in the U.S." 

In the New York market, where Myrtle's bailiwick extends to 135 
program hours a week, there are 28 other program directors (all 
male). 10 on am outlets, nine on am-fm stations, seven on tv and 
two on fm. Four years ago. when Myrtle first became WABC pro- 
gram director, her responsibility was for 85 show hours weekly. 

Myrtle worked her way up from the ranks to become New York 
operations supervisor, then director of program operations. She 
decided on a radio career in 1945. starting at ABC as a typist. 

Myrtle Tower maintains there is no single formula for women in 
finding careers in broadcasting, recalling, '"I got my job through 
the New York Times." 

"Sell, Smile. Sing'": A new slogan for happiness in the home and 
in a radio or tv station comes from Virginia Atter. staff announcer 
and lady m.c. of Open House, Mondays through Fridays 4:00-5:00 
p.m. on WMBR, radio and tv. Jacksonville. Fla. 

"Sell, smile and sing, if you have to,'' she says, "but major in sell. 

Ginny. who's a beautiful, unattached female with earnings well in 
the fi\e figures, has parlayed the "three S's" into a daily show that's 
solcl-out where future clients are concerned. 



SPONSOR • 3 AfCUST 1957 



1 




-Tv 



CHANNEL 



US 100 KW Q 

Represented by 
Venard, Rintoul & McConnell, Inc. 
South— Chrke Brown Company 



l«00«j 




CBS 



HI041C0 
OO0 



KTRH the Houston Chronicle Station 

now represented by. . . 

Peters, Griffin, Woodward' 



INC, 



Pioneer Station Representatives since 1932 



KTRH 



HOUSTON 



57 County- 



Area 



Pulse in an 



d out 



,f home-Spnng 



(23 



Morning 



ou 



t of 24 qu 



a 



rte r hours 



-6 AM to 



Noon) 



in 

. first at 



afternoon 



» of 2A qu 

Nigh* 



a 



rter 



hours- 



Noon to 



6 PM) 



\^ •TU*" ~ j v r 94 quarter hours 
\\ (23 out ot m 



_6 PM to M 



d night) 



(rAon 



-FrD 



IEW YORK 

■ 0 Pork Avenue 
'Ulcon 6-7900 



CHICAGO 

2 Prudential Plaza 
FRonlclin 2-6373 



DETROIT 

Penabscat Bldg. 
WOodword 1-4255 



ATLANTA 

Glenn Bldg. 
MUrroy 8-5667 



FT. WORTH 

406 W. Seventh St. 
EDisan 6-3349 



HOLLYWOOD SAN FRANCISCO 

1750 North Vine St. Ruts Building 

Hollywood 9-1688 SUrter 1-3798 




t 

N 





WENATCHEE 



The AA STATION 



The MIDDLE of Washington State 
growing economy based on diversified 
agriculture* and metal industries. t 

* The Apple Capital of the World, plus 
1,000,000 new acres of irrigated 
farm lands. 

t Alcoa, Keokuk Electro, and other metal 
industries have selected Wenatchee 
plant sites due to low-cost hydropower 
from the Columbia River dam system. 
More are coming! 



That's AUDIENCE APPEAL: 

We program to our audi- 
ence, with SELECTED top 
network programs plus lo- 
cal color . . . music, news, 
farm shows, sports — the 
things people call about, 
write in for, and partici- 
pate in. 



5000 WATTS 
560 KILOCYCLES 



KPQ's 5000 W, 560 KC combination gets 
way out there, covering Central Washing- 
ton, parts of Oregon, Idaho, and Canada. 
We know because of our regular mail 
from those areas. Then too, we have no 
TV station here, we're separated from 
Seattle by the high Cascade mountains, 
and we're many miles from Spokane. 
YOU CAN'T COVER WASHINGTON 
WITHOUT GETTING IN THE MIDDLE, AND 
THAT'S KPQ Wenatchee, Wash. 



GUARANTEE 

TO OUTPULL all other 
North Central 
Washington media 

TWO to ONE 



National Reps: Portland and Seattle Reps: 

FORJOE AND CO., INC. ART MOORE b ASSOCIATES 

One of the Big 6 Forjoe Represented Stations of Washington State 



49th a 
Madisol 



Pretty good at figures 

Your issue — 13 July 1957. page 10. 
paragraph 6 I si'ONSOK-SCOPE I : 

"With the a\erage lira retailing at 
$3.00. Exquisite will have to sell 300,- 

000 to break even. That adds up to 
$24 million ( in a trade whose total is 
about $200 million)." 

According to the wa\ we'll ns in the 
deep South figure it : 800.000 times 
$3.00 worth of anything conies out 
$2,400,000, not $24,000,000. If the 
part} who did that calculating is avail- 
able. Td like to have them do my ac- 
counting on even thing but taxes. 

Am I among the first to call this to 
\ oualls attention? 

Clarence Feibehnan. Partner 
Galenol Co., Atlanta. Ca. 

Radio silence isn't soothing 

1 have been in the radio broadcasting 
industry for many years. I have seen 
quite a few changes take place. Pro- 
gram formats, music styles and person- 
alities have changed. I have also seen 
a marked increase in the use of "gim- 
micks.'" Gimmicks come and go and, 
if worked cleverly, can be very effec- 
tive while they last. Let's face it. we'll 
always have gimmicks of one kind or 
another in radio broadcasting. 

The one gimmick land I use this 
word for lack of a more appropriate 
one) that does radio no good is the 
use of a period of silence in place of a 
commercial. Of all the ridiculou* 
ideas, this is it. How much more of 
an admission can a radio station make 
that their commercials are presented in 
an unfavorable manner. 

If commercials are written intelli- 
genth and read pleasantly, how can 
the\ be anno\ing? Everyone in radio 
knows that a few seconds of silence 
preceding a commercial is an attention- 
getter. For a moment the listener, un- 
accustomed to silence, is startled into 
thinking that his electricity has been 
cut off or bis radio has gone dead and 
listens intently for some sound to come 
through. 

Then the commercial starts taking 
advantage of his attention. That's an 
old. tried and proven gimmick, but 
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can't Ik* ii-ocl too often, Mnt to •*-elI" 
silence and explain it in -nch a wat 
duo notion-; I > tit make tin- Million ap- 
pear puerile. If tlir listener reallt 
wanted silence, a Hick of a -witch 
would accomplish this. 
John T. Clat ton 
director, public ujjuirs 
11 1 1 LI, Hempstead, Lunsi Island 



Ovcr-commcrciat restraints 

KSl'O de-eites the accolade of tour 
June !! Spon-or-Scope for re-traiut- 
against ot er-coumicreializat ion, includ- 
ing a niaxiniiini of iS-miuute- com r- 

cial in a half-hour and no double-spot- 
ting of a minute announcement. 
KSFOV Mill Shaw and Meit West are 
bringing to San Francisco the high 
principle- which made them so liked 
and respected annul" their fellow 
hroadcasters here in Los Vngele-. 

\t the same time I'm -nre neither 
ton nor thet intended the impression 
that this clean polict is a newswortht 
"first." Main fine radio .-tat ion- hate 
operated with even stricter restraints 
for tear-. Here at KMIG we've had a 
.'i*^-niiniite eomniercial maximum per 
(piarter-hour. plus no doubling of min- 
ute spots the entire five tear- of our 
existence. The polict hook i- fru-t rat- 
ing to salesmen and rep. hut we believe 
it s good business for the long haul. 

Robert J. Me Vndrew s. 

vice-president. 

KMC. l/ollvivood 



Alaskan television 

I eertainlt want to thank \ ou for the 
wonderful job tour magazine has done 
oter the tears for radio and television. 
I bate never known tour publication 
to be biased or to show fatoritism 
I in sure it never will. 

However. Mr. Mob Foreman's col- 
umn J ult 20. 1957 consisted of a pitch 
and recommendation for K.FM- T\ . 
\nehorage. Maska. 

\- ton know I represent KT\ \. 
Nnehorage. Maska. the CMS T\ alli- 
Iiate. which not onlt was the first and 
pioneer telet ision station in Alaska but 
a completely locally owned station bt 
citizens and businessmen of Vnchor- 
age. KFM is owned bt the Midnight 
Sun Broadcasting, a branch of the 
Lathrop Corporation, but KT\ \ has 
evert bit as much ingenuitt. skill, un- 
flagging devotion as KE.M. 

Mot Y. Smith 

Roy / . Smith Associates 

A etc ) ork City 




Salt lake 




Yes, Greater Salt Lake! 

It's a big and booming 
one hundred and eleven 
county market! It's over a 
million and a half potential 
customers in thousands of cities 
and towns! It's a gigantic audience, 
unified, reached and sold by 
50.000 watt KSL radio! 




KSL radio 

50,000 WATTS 
CBS for the Mountain West 
Represented by CBS 
Radio Spot Sales 



Reaches and sells a ORE A TER SALT LAKE! 
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Twin habit in 
the Twin Cities: 

/. Listening to first 
place WDGY 

2. Buying WDGY — 
advertised products 

WDGY 

50,000 watts 

MINNEAPOLIS-ST. PAUL 



1 ■ 



WDGY h;is taken over first place in Minneapolis-St. Paul. 

.J line-July Hooper says it: WDGY has 28.9',? average share of 

audience, 7 a. in. -(J p.m., Monday through Saturday. 

•June Trendex says it: WDGY has 29.9% average share of 
audience, 7 a.in.-fj p.m., Monday through Saturday. 

Latest Pulse says it: WDGY has 189 first place quarter hours, 
against 128 for next station. 

Storz Station programming excitement has overturned radio- 
listening — and time-buying habits — of a generation. See your 
Blair man ... or talk to WDGY General Manager Jack Thaver. 




STATI <Z> rvl S 

TODAY'S RADIO FOR TODAY'S SELLING 



WDGY Minneapolis St Paul 
WHB Kansas City 
WQAM Miami 

REPRESENTED BY JOHN BLAIR it CO. 



TODD STORZ, PRESIDENT 



WTIX New Orleans 

REPRESENTED BV ADAM YOUNG INC. 



SPONSOR • 3 AUGUST 1957 



^SPONSOR 

3 AUGUST 1937 




THE MARKETING MEDIUM 



Television is revolutionizing business by literally spawning 
new products, creating company mergers, changing products. It*.* 
the first medium whose function goes beyond merely delivering message* 



I elevision will achieve the ultimate 
in impact on the American economy 
when viewers can order merchandise 
from the screen by pushing a button. 
Hut this fantasy -gadget of the future is 
no more startling than the impact tele- 
vision has already worked on market- 
ing in just seven years. 

On the basis of exten-ive interview- 
ing among manufacturer and agenc\ 
executives SPONSOR conclude- that tele- 
\ ision underlies and bolsters many of 
the trends which make business* in the 



1950 s different from the \\a\ bu-itte-- 
has ever been. To wit: 

1. .More iii-w products- have been 
-pawned during the la.-t -even vear- 
than at am time previous. \ substan- 
tial number of lhe*e have been intro- 
duced because la I the availahilitv of 
television meant there was opportunity 
to launch and profit from the product 
(juicklv : and in main ca-e- I hi the 
company"* commitment* for television 
time v irtuallv made the creation of new 
products necessarv in order to amor- 



tize the Iv inv r-iincnl. i ->ee H-i of new 
product* next page. I 

2. (loin panto liav «' c\ en tnrrged 
to get new product- for television. 
The uio-t recent example: Pharmareu- 
ticals and J. K William* wh'>-e nup- 
tial- v\ere announced (hi- month. Phar- 
maceutical- with >\2 million inve-ted 
in tv needed a product with strong 
-Uinniei -ah*- potential to balance it- 
w inter-orieiiled line of tonic- and no— 
truni-. J. R. \\ illiani- had ""kol a -un- 
tan oil. i ^ee detail- later. I 
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Many clients are rushing new products out 

of laboratories to capitalize on mass audience and 

sales effectiveness of their costly tv shows 



3. Products themselves have 
been affected. Product engineers will 
tell you thry start thinking of t\ and 
way* to give products demonstrable 
characteristics — hack in the laboratory. 

4. Self-service retailing: lias ac- 
celerated in the tv em. Cause and 
effect? No one can know for sure. But 
it s an accepted assumption tbat tv in 
main cases is making up for the van- 
ished sales clerk and even the sales- 
man of higher-priced items like appli- 



ances and automobiles. Who can say 
but that the discount house with its 
drastic effects on distribution could not 
have grown without a medium which 
brought Bett\ Furness into millions of 
homes and made the clerk on the floor 
superfluous. 

5. Manufacturer sales forces 
have been affected. In some cases they 
ha\e been virtually eliminated, made 
unnecessary because of television. In 
other cases they ha\e been expanded 



to keep up with company grow th which 
television has stimulated. Everywhere 
salesmen in major companies are more 
aware of advertising, particularly tv. 
are better trained to talk about it and 
use it. 

6. Strategy in marketing, all 
told, has changed drasticallv for nian\ 
products. The time needed to launch 
a new product is much shorter now. 
1 he time in which a company can find 
itself dumped out of product leadership 
is similarly shorter. While the Amer- 
ican economy was always dynamic, 
there has been nothing like this ever 
before. Companies have literally 
changed their methods of ad budgeting 
so as to allow for rapid tv decisions. 

Tele\ ision has not been the only 
major force at work in reshaping U. 
S. business during the 1950 s. This is. 
after all. the decade in which the need 
to achie\e distribution became the pri- 
mary problem of an economy which 
bad solved its production problems. 

The stimulus of war-developed tech- 
nology, the spread-out from the cities, 
the hunger for homes and conveniences 
have all played their massive role. But 
if there had been no television during 
this period, many of the trends in 
marketing would have been muted. 

For television, through no particular 
genius of those who organized it. is by 
its nature a different kind of advertis- 
ing medium. It is actually a marketing 
medium. It achieves not just "impres- 
sions'' on its audience. It frequenth 
achieves sales decisions because it sub- 
stitutes for the process of standing at 
the counter and examining products. 

It is this simple factor of sales im- 
pact, the many who have experienced 
its results will tell you. which under- 
lies all else that has happened because 
of television. It is this which makes 
it possible for television to open up 
distribution channels for a product in 
anticipation of demand — faster than 
am thing else ever could. It is this that 
allows television to play a role in many 
phases of the marketing process o\er 
and beyond the classic function of 
advertising which has been merely to 
deh'\ er a message. 

Here are some specifics: 

Distribution: Main products that are 
household words today were virtually 
unknown one \ear ago. A partial list 
of outstanding newcomers shows that 
each of these is a hea\ y tv advertiser 
from Lestoil to Jet Bon Ami to Le\er 
Brothers' Wisk and Dove to such new 



These 50 are among new products 
which used heavy tv advertising* 



Alcoa Wrap 
Ban 

Big Top Peanut Butter 
Campbell's frozen soups 
Chem-O-Cell Sponges 
P&G's Comet 
Dove 

Esther Williams pools 

Flav-R-Straws 

Johnson Wax's Clade (air 

freshener) 
P&C's Cleem (toothpaste) 
Block Drug's Creenmint 

Mouthwash 
Charles Antell's Hair Curlers 
International Latex's 

Iso-Aspirin 
International Latex's Isodine 
jet Bon Ami 

Corn Products' Kasco (dog food) 
Helene Curtis' King's Men 

After-shave Lotion 
Lestoil 

Mennen's Electric Pre-Shave 

Lotion 
Carter's Nair 
P. Lorillard's Newport 
Pharmaceuticals' Niron 
Noxzema's Nozain (medicated 

cream) 

Corn Products' Nusoft (for 

washing clothes) 
Block Drug's Nytol 

:*n lucts were lmrcKlucfJ In \ntl two years. 



Liggett & Myers' Oasis 
Johnson Wax's Off (insect 

repellant) 
Profile Bread 
Rath Chopettes 
Pharmaco's Regutol 
Revlon's men's line 
5-Day Roll-On Deodorant 
Salem 

Charles Antell's Sando 
Reducing Aid 

Max Factor's Sebb (hair 
shampoo) 

Block Drug's Sentrol 

Charles Antell's Slim Magic 

Mennen Skin Magic 

Pharmaceuticals' Sominex 
Staff Bread 

Charles Antell's Star Nail 

Bristol-Myers' Theraban 
(dandruff remedy) 

Fabron's Tipette 
General Mills' Trix Cereal 
International Shoe's Weather- 
Bird shoes 
Wisk 

Wonder Buttermilk Bread 
Wonder Poppyseed Brown & 
Serve Rolls 

Pharmaceuticals' Zarumin 




2,'; 
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cigarette brands ih Niletu. ( >;i-i- anil 
Hit Parade. 

" I lie rule of thumb in drug* u-ed 
In *ay that you expected a dollar foi 
dollar relationship in tin- fn*.t year, 
that i- one dollar sold for every dullai 
spent, Ceorge \brani-. marketing \ .\>. 
of Rey Ion told si'oxsou. on didn't 
expect to -how real profit until the 
third year. Now in the ca-e of a 
company with an established -ale- 
force, you can expect to get national 
disti ilintion right olT the hat. Hut 
e\en there t\ ha- it- elTect in terms of 
the penetration of your distribution. 
Or when a company doesn't have the 
strength to push distribution strictly 
through its other products, t\ has hecn 
a huge wedge with wholesalers." 

Perhaps the nio-t telling re.-ult in 
terms* of distribution has heen on 
products that are not dirccth related 
to the consumer. Take shoe soles as 
an example. Certain!) few men. 
women or children Inn shoes beean-e 
of the brand of soles on them. \ et 
when one eompam put its shoe soles 
on t\. the brand became so well known 
national!) that, according to the agency 
account supervisor. "Retailers were 
more willing to stock up because of 
the pressure from consumers coming 
into stores as a result of the commer- 
cials and asking for the product." 

Sa\s John Rees. senior v. p. and 
director of Comptou: "Television can 
be as important, if not more so. to the 
company that sells through wholesalers 
and jobbers rather than directK to re- 
tailers. \\ holesalers get the reaction 
from the trade and as long as retailers 
are made aware of a product through 
t\ stimulated consumer demand, the 
wholesaler can get faster and bigger 
orders. T\ has helped open up new 
markets for companies whose products 
had prexionsh never sold there." 

kNew products: Examples of t\ -in- 
duced new products abound, but per- 
haps the clearest and most recent ease 
of a major management decision im- 
plemented In t\ is the late-July 
purchase of J. R. Williams Co. by 
Pharmaceuticals. It's no secret that 
Pharmaceuticals" main product. Ceri- 
tol. was huilt on t\. Pharmaceuticals 
media director. Fredrie Apt. is (puck 
to ui\ e credit to the medium. ■'About 
90 r , of our total advertising budget 
is t\ and main!) network." he told 

SI'OXSOK. 

In the pa-l three \ear>. the firm ha- 
added three new products (Zarumiu. 
Sominex and \ironl to its three orig- 



inal item- H.eiitol, Sintan and 
Rl)\ ). The bulk of the -ale- -till conic 
fioin Ceulol which -c||- hc-t dining 
the winter when people an- inme 
likely to think about 1 1 1< - i i lieallh. 

\t the -a time. Pluu uiaeeiitical- 

lia- been hip. deep I to the tune of 
>\2 million tlii — \eai I in network t\. 
with three ruajoi year-round piopei- 
tie-. I he choice wa- obvious; ^ on 
either ride with the big t\ iuy e-| incut 
and figure that it pa\- out during the 
peak winter -ea-on. or tmi tr\ to 
capitalize on show popularity and \a-l 
circulation by adding auolhei -nniniei 
product or several product-. J. R. 
V. ill ia ins Co.. with >kol -mitaii prep- 
aratiou as it- main product, wa- a 
natural. 



Packaging : \\ nhoiit ipn-liuii. p.o k 
aging ha- been iiio-i dui-liialh alb i I 
id by tilmi-iou, and thi- n-fei- iml 

Hilly to llie iji -igll .nid i <>|oi of new 

package-, but al-o the liciid lowaid 
i '"inbiuatiiiii pat ka-e- for pi ice pio 
uiotioii- oi new prodni I i 1 1 1 1 ■ 11 1 1] < 1 1 ■ • 1 1 - 
and \i-nal. deuion-li able gumiiii k-. 

I he new M.llllioro. Ndelll and New- 
port package- an- ouh a few id llm-. 
designed with ty aibei ti-iug a- a uiajoi 
iiillui-uce on color, lettering, -hape and 
y i-ual giuuiiick. Rul in main in-tain >■-. 
the (lellloii-lrahle feature i- e\eil Iliole 
clearly iiicorporated into the piodiut 
a- well a- tin- package, a- in the i a-<- 
of Jet Roil \mi. 

"People are de-iguiii'_' plodllil- with 
l/'IniM' turn Id pufif oil 



MARKETERS (AND THE FACTS) 
REFUTE "TIMES" TV STORY 

I he nation's, marketers apparent!) disagree witli 7 he New ) ml. 
Times, which, on 25 Juh 1937 -tated in a front-page -ton that 
t\ for the fir-t time in it- hi-torv i.- experiencing dilTieultie- in 
-elliiig nighttime network time. \- T\ R stated in a reply, far 
from suffering such a decline, the medium a- a whole, includ- 
ing da) time, network and -pot. has -hown continued growth 
(ner 19.56. >aid T\ I i : " ARC. CHS and \HC hn\e more dollar 
sales firmly contracted for the PJ.>?-]95b' -ea-on than eyer be- 
fore. .si>o.\sOi< last year reported IB half-hour nighttime net- 
work availabilities and. in contrast, its T\ Radio Ra-ic- will 
show 15 half-hour opportunities this year." \s the article in 
these pages states, tv i- unique in the number of marketing 
function- it performs. It'- also unique in the degree to which 
it is spotlighted by printed media. Ty R and others contend 
front-paging a media story by the Times is unprecedented. 
I See editorial. page 90 1 



Poor Demand for TimeBesetsTV ; 
'Toughest Season' in Ten Years" 

By .JACK GOIXU 

The television industry, which available onr an) on^-'i f h e 
for ten yens has thought in weekly; Uio Nat.ii r.n t> iirl i t- 
trrms of rontinuin^ boom, is in? Compinv. thro-, h u-. an 
c\pcrier.cin~ the "«of5cst" de- th<» Amcncyn Bi o* 4 -a- - ,n s C ir- 
mand f<>r air tin e tint it has nany. five in t enc- j'lart r I . r- 
ever known. ' For thi.« t.mc o; '.~r v i' j 

Inflationary fcrres in the ra- is the £ieat -t i^\r>-i f *r- 
ttional economy, the snirahn? > .,\ evenn; 1 o :r.^ t • the. 
;*rost- of >''ov.s and c .^ancinp yer h c *, an o\< . 
c<-ind 'ions within th'" indnsst*" ■•'d- 
\v^re h'lt r-\ r r^i*'-^ i x vhV .Nt?' ■ < off.^ l -. 
a network < fi ial d"si ribcd a " Z z .u. -• 
• .-> t 'ichc^t • ''in? .teasm %■ . • • i ' . 

<*r r 
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HOW TO MAKE EVERY RADIO 

DOLLAR WORK LIKE TEN 



When North American Van Lines and its Hoosier ad agency put heads to- 
gether on investing a $250,000 budget, they stretched it to many times 
its face value. Using network radio show spearhead, they wound up with 
about $530,000 worth of publicity and bonus of $260,000 in local radio 



\3letting the most mileage out of its 
rolling stock is one aim of any public 
carrier, but North American Van 
Lines, Inc., a long-distance moving or- 
ganization with world headquarters at 
Fort Wayne, Ind., has gone a step far- 
ther. It knows how to get maximum 
mileage from its radio advertising 
budget. 

NAVL, to use its trade name, does 
not have a multi-million advertising 
appropriation. But in its network ra- 



dio program, begun last November, 
every dollar of its relatively modest 
$250,000 outlay for broadcasting 
worked overtime. 

As a result of this $250,000 time- 
talent-promotion investment, NAVL 
agents invested another $260,000 in 
local spot radio, and all of this togeth- 
er, the company estimates, has pro- 
duced some $350,000 worth of public- 
ity and about $180,000 worth of plugs 
on network and individual stations. 



Applegate Advertising Agency. Inc., 
of Muncie, Ind., which has served 
NAVL since 1949, developed the cam- 
paign. Its job was to create nation- 
wide public acceptance for NAVL 
among two types of prospects: (1) in- 
dividual families and (2) business 
firms. Since long-distance moving is 
ordered on the basis of confidence, 
both in the local mover and the van 
line he represents. Xorth American s 
president. James D. Edgett, felt that a 



Any sponsor can pro- 
fit by using North 
American's check off 
list for radio success 

W hile you are reading this article, 2,500 
families are moving via the vans of 
Xorth American. Much of this success 
is due to their intelligent use of radio in 
which they parlayed a $250,000 budget 
into many times that value in accrued 
advertising through individual spot ra- 
dio agent tie-ins with the parent com- 
pany's shou amounting to $260,000: 
through state salutes that brought rough- 
ly $530,000 north of publicity in the 
press and on the air across the nation. 




Tailored programing 




Alex Dreier (r) on NBC's Monitor for NAVL, inter- 
views van lines president, James Edgett. Dreier was 
natural for theme "Man on the Go for Van on the Go" 



Built in publicity 



Governor Williams of Michigan records 
greeting for Dreier's "Salute"' to his state. 
Salutes gol one million lines of publicity 
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dignified yet friendly radio program 
was needed, one (<> build prestige rath- 
er llum merely amuse or entertain. 

A news or commentary type of pro- 
i;raiii was indicated. Numerous lioin- 
nientatois were considered, 1 nit one 
had a natural advantage. Alex Dreier. 
\eteran NBC war eorres|iondent and 
news analyst, had heen known for 
\ears as "Man on the Go," a title l it'll 
perfectly to a moving business theme. 
John Lukens, former NAVI. ad man- 
ager and now account executive with 
Applt'gntc, suggested the slogan. "Man 
on th«" Co for the Van on the Co"— 
and that was it. 

Beginning last November, Dreier 
was presented in a series of five-minute 
segments every weekend on NBC Ra- 
dio's Monitor. One segment was 
scheduled for Saturday morning to 
reach hotneniakers, one for Saturday 
e\ening. another for Sunday afternoon 
aimed at the auto traffic audience. The 
main feature was a 10-minute (two 
five-minute segments) show on Sunday 
evening that consisted of a "Salute ' to 
one of the U> states. 

One of the factors that led \A\'l. 
and its agency to spearhead its 1 957 
campaign with Monitor was the in- 
crease in the popularity of radio as a 
local advertising medium among its 
1,100 agents across the U. S. A sur- 
vey three years ago showed that only 
H'/r used radio; in 1956. 30^r were 
using radio. This \ ear the percentage 
is well over 50. A special analysis 



among .\A\L- agertt«i who produce 
the most business revealed that ?«!'! 
of them advertise on local ujdio "-ta- 
lions. The Alex Dreiei program* gate 
these agents a fine tie-in opportunitv 
and accounted for a large part of this 
year's increase in their u*e of local 
radio. 

I hew* tie-ins were accomplished in 
this way : "SAVL and Applegate \gen- 
rj had Dreier record a series of spe. 
rial five-minute programs ami made 
them available to "SAX L agents for use 
on local stations of their choice. 1 he*e 
programs were prepared at the rate of 
three a week, and offered at a nominal 
cost. Agents who signed up for 
\ A\ [. s co-op advertising fund could 
have 5Q r 1n of the cost refunded, mak- 
ing their net charge for talent per pro- 
gram minimal. 

These programs had the same iicwm 
llav or of the Monitor shows, but con- 
tallied no spot news so that thev could 
be used locally at any time. Some 150 
\A\ L agents signed up for these local 
shows, and on an annual ba-is it is 
estimated they will invest more of their 
own money on time charges than the 
parent company does on Monitor. 

W hile these local shows are aimed at 
long-range growth rather than at im- 
mediate orders, many agents are re- 
porting direct results. One \ \\ I. 
agent in \ irginia pinpointed eight lo- 
cal and three long-distance moves 
within the first month (On long-dis- 
tance moving contracts, agents receive 



a coiimiik%iou from \ \ \ 1,1, \iiotlu i 
agent in the Midwest found hi* storage 
h indue** had gone up 100' r Mure he 
begun using the Dieier recording*. One 
California agent wrote the parent com- 
pany saving: "Our phone-in* have in- 
creased. ( .ouipauv -paid move* are 
going up. Oar salesmen are being we|- 
eouied in the home to make estimate-." 

Mow has this double-edged radio 
campaign worked for the over-all busi- 
ness of North American Van Lines? 
Since the start of the Monitor show 
less than a year ago (it will be re- 
sumed in September after a summer 
hiatus i business volume has increased 
more than 20' ', . Since May, booking" 
on long-distance moving jobs have 
stood at near-capacity ami continue 
solid through August. Bv v ear's end, 
William L Nieltjes. \ \\ |/s vice presi- 
• lent in charge of sales, foresees an all- 
time high gross of well over $.'><( mil 
lion. 

The parent company's $250,000 bud- 
get has been stretched in all direction" 
through intelligent merchandising and 
promotion of its Monitor spearhead. 
I he "State Salutes ' segments on >Illl- 
day nights are one example of the 
1 lousier savvy that went into the whole 
campaign. First, public officials in the 
*tate to be saluted are contacted for 
background data, ami arrangements 
are made for the governor of the stale 
to introduce the "Salute" with a re- 
« orded greeting. Among prominent 
governors who have sent such greet- 



"*|!S*»' . ... 




Merchandising star 



n on the go*' meets the "van on the go" 
i NBC's Alex Dreier chats wiih driver of 
L v:in. \ an signs advertise the program 



"Hit words ol America's domtmakers . 
women who liit titi a North America! 
'Wife Approved' mc»i teJ tV story best'" 



9 



t ----- 

Print support 



Color spreads in Saturda\ Limine f'oit, Lite 
and Forlunr feature editorial material »i*ned 
bv Dreier and al-o adverli-e the radio -how 



IXTRA! HOT NEWS FlAS "! 



lor NORTH AMERICAN AGENTS 



ALEX DREIER MAN ON THE GO 
TO STAR FOR "VAN ON THE GO" 




Ftmoui Htwi Connritatitor to Htidli 
4 HidiO 5/>o»j rt'eft'x 90 hSC Hsm 

riRST BKOADCAIT NOVCMBCR 



1^^ * Agent promotion 

Thi- tahlnid v\a» just one of -^veral pr« • 
-how prnmoiion pie<<- - n\ in \ W 1 az> nls 
s< ho lied in in campaign with local raliohuv- 
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Nothing was left to chance in developing this 

campaign that gave long mileage to relatively low budget 



ings to "Man on the Go and \ an on 
the Go" are Kni«i lit of California. 
Lausehe of Ohio. Herter of Massachu- 
x tt-. Leader of Pcnnsv Ivania. llarri- 
man of New ^ ork. 

Next, new? releases describing the 
upcoming program are sent to even 
dailv. weekly and Sunday paper in the 
state. Pictures of Dreier are included. 
\ follow -U|) story is mailed to arrive 
in time for Monday papers covering 
the show. In the first six months, an 
estimated 500 pages of clippings Mere 
received, totaling about a million lines, 
boosting the show and in most cases 
mentioning North American. Requests 
for reprints of the "Salutes' have 
poured in and publicit\ has spread well 
beyond the daih press. Georgia s De- 
partment of Commerce Bulletin car- 
ried Dreier s "salute" to that state in 
full. Connecticut used their "Salute" 
as the lead article in its brochure, 
"Connecticut Holiday. 

Meanwhile. NA\L and the Apple- 
gate Agenc\ ha\ e been merchandising 
the show to its own agents through its 
house organs and through special pro- 
motion pieces. Personal appearances 
are made by Dreier from time to time 
at regional meetings of NA\L agents. 
Large deeals have been sent to each 
agent to spot on his trucks. These 
bear the slogan : "Tune in 'Man on the 



Go!' Alex Dreier on Monitor, NBC 
Radio." thus turning several thousand 
trucks into rolling billboards advertis- 
ing the radio campaign. 

But they didn't even stop selling the 
show there. Tung in w ith its Monitor 
series. North American has- used sev- 
eral full-color double spread ads in 
The Saturday Evening Post. Life and 
Fortune. These advertisements are in 
the nature of editorial piece.- with the 
by-line of Alex Dreier. Each also pro- 
motes the "Man on the Go" series. 

To help its agents promote the Alex 
Dreier broadcasts in local nev\ spapers, 
NA\L has available for them mats 
advertising both the Monitor programs 
and the agents' own local shows. The 
sheets for ordering these mats were 
just part of a promotion package that 
went out in advance of the show s 
start. It also included a record that 
carried a typical Alex Dreier broadcast 
along with a recorded message to the 
agents from XAVL's president. James 
Edgett. Also in the package was a tab- 
loid newspaper explaining the purpose 
of the campaign, how agents could take 
full advantage of it and a biography of 
Alex Dreier. Finallv. there was a ques- 
tion-and-answer sheet explaining such 
things as the fact that although the 
Monitor series was on NBC. agents 
were free to use. for their own local 



shows, any stations they felt would do 
the best job. 

The commercial copy theme of both 
the Monitor programs and the agents" 
own shows is built around the N \\ L 
trade-mark slogan. "Wife- Approved 
Moves." This appeal was chosen after 
extensive research showed that in fam- 
ily mov ings the wife is the most influ- 
ential factor in the selection of the van 
line in SO' r of all cases. 

In the coining radio season. NAYL 
plans for Dreier include extending the 
Sunday night "State Salutes' to pay 
tribute to Canada. Alaska, Hawaii 
I North American has 100 agents 
around the world I and what states re- 
main to be saluted. After that, a dif- 
ferent format may he adopted. 

The agency that developed the 
XAVL campaign and correlated all the 
arms of promotion and merchandising 
that stretched the S250.000 budget into 
one with many times that valuation is 
headed by M. Ray Applegate. Harry 
L. Bird is its vice president in charge 
of radio. It also is one agency that 
in recent years bought its own air- 
plane for the use of executives. 

The Applegate handling of North 
American \ an Lines budget in order 
to get the maximum mileage for its 
radio dollars demonstrates once again 
that Madison and Michigan Avenues 
do not have a monopoly on ingenuity 
and progressive advertising techniques. 
Main Street. U.S.A.. is strong in this 
department, too. ^ 



Press clips aplenty: Some of the more than 500 clip- collected in lhe first six months 
of Sunday night "Salute to State-'' on Monitor. About one million line?, in the press resulted 
from thi- -eries. N.WL estimate;* thi- new-paper publicity was worth at lea-1 $350,000 



WASHINGTON 




INSIDE DR. DICHTER 



What is he lik< this man who lias become *.yiionymou> with Motivational 

Research and who may he remembered a* the Freud of Madi-on V\e. ? Mow 
does liis Institute test a iv commercial? What make- a eoiiimereial A\ork? 



■ ^atnrallv 1 was impressed bv the 
meat inventive uenins of the mi\ 
4i-id an intimate bu-iness acquaintance 
of Dr. Ernest Dichter who remember? 
H i in in the vears between his arrival in 
Vtnerica and his founding of the Insti- 
tute for .Motivational Research. "'Rut 
what impressed me more st rough." 
this friend recalls, "was Diclitei's own 
great feeling of insecurit\. 

"'\lavhe it was because he left school 
a? a kid to -upport his familv. then 



by Bill Miksch 

nearl\ -larved to death in Pari- and 
finalh made it to the I nited Nate- 
just a hop. -kip and jump ahead of 
der Fuhrer'- ima-ion of \n-tria. Vnv- 
how. he never could he involved in too 
main nionev -making project- at once, 
lie had to run fa-ter and think quicker 
than anv bodv el-e." 

How correct thi- lav man - analv-i- i- 
of one of the great ma— p-vchoana- 
lv-t- of our era i> anv one's gue— . Hut 
it well mav have been a lack of -ecur- 



itv that drove Dr. Dichter. in le— than 
20 veai-. to -ueli a loft\ po-ition that 
the indii-trial «ianl- of tin- world < on e 
to him for marketing jnidain <■. It 
mav al-o explain win Dit liter i lm»<\ 
for the -ite of hi- In-titnte. the hidn-t 
|ieak t elevation .").'?(> feet in CnHon- 
ondlud-on. New ^<> r k. If anv thin_- 
can motivate a -en-e of complete -eenr- 
itv. the Doctor'* v ievs of tlie Hud-on 
Hiver \ allev -Imuld do it. 

I mm thi- aerie, ruddv -coniplexioned. 
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DR. DICHTER continued 



rust) -haired Dr. Dichter directs the ac- 
tivities of some 75 staffers and clerical 
workers "in residence'' (actually they 
do not live at the Institute hut in such 
nearby places as Peekskill. Ossining. 
Harmon and Croton). a corps of 1.000 
trained interviewers scattered across 
the U. S. and in Mexico, as well as 
staffs of branch Institute offices in Can- 
ada. France and Switzerland. He will 
shortly add branches in Germany and 
England. 

Out of this vast web of research 
come five basic services to clients and 
advertising agencies: (1) complete and 
pilot studies; (2) testing services, in- 
cluding the new Motivating Response 



frightening." Advertisements for it 
carry the provocative heading: "What 
are they doing to YOU?" Since Dr. 
Dichter is mentioned on 50 pages of 
this book, about three times oftener 
than is am other practitioner of MR, 
it is often referred to as "That Dichter 
book." 

Yet there is nothing "frightening" 
about Dr. Dichter. Peppery, yes. A fast- 
rising, quick-cooling temper — product 
perhaps of Viennese temperament and 
red hair — is the closest he comes to in- 
spiring "fright." Offsetting this is a 
lode vein of good humor and under- 
standing reflected in an infectious grin 
and twinkling blue eyes behind horn- 



MR," one adman told sponsor. "It is 
as simple as the guy w ho runs the cor- 
ner grocery store trying to understand 
his customers. ' 

MR. Dichter explains, does not im- 
pose the will of a manufacturer upon 
the consumer in order to force him 
into buying a certain product. It is 
rather the tailoring of the product and 
its advertising to meet the real wants 
of the consumer. Since Dichter has al- 
ways stressed the "emotional" factor in 
advertising ( "To w omen, don t sell 
shoes — sell lovely feet"), and because 
he has pointed out that the public's 
swing away from its old "puritan com- 
plex" has made the desire for comfort 



Vance Packard 



What Una U* Buy. Soutm- AM E«w Voh 
TS* Way W« Oa A* IrMeWtaw 10 Ifca Naw Worta 
of Symbol faaaipwafcoo on* M at w ali ou a l Reoowdt 



» 



"Frightening" is AT Times (te- 
-criplion of book on MR. Ad- a4> 
'What are lhry doing to YOU?" 




"Not frightening," is reply of Dr. Ernest Dichier, founder of Institute for Motivational Re- 
search. "MR is simply the application of psychological and social scientific techniques to the 
-ludy of consumer buying habits. I'm no 'hidden persuader'; I can't even persuade my kids" 



Patterns testing of tv commercials: 
(3) continuous services for long-range 
guidance: (4) creative research memos 
on specific questions, and (5) creative 
consultations on sales and advertising 
problems. 

Innocuous as these services sound, 
they have lateh been hauled out into 
the public square and branded as "ter- 
rifying." Perhaps the phrase that Dr. 
Dichter himself coined to describe his 
techniques "Motivational Research" 
— and its subsequent shortening to 
"MR" has a vaguely ominous and bu- 
reaucratic ring that suggests the Amer- 
ican consumer is being manipulated 
into buying, voting or living as "Big 
Brother" thinks he should. 

"The Hidden Persuaders," a best- 
celling book on MR bv free-lancer 
\ ance Packard, now in its sixth print- 
ing, has been described by the t\ew 
} orh Times as "Fascinating . . . 



rimmed glasses. The brain behind it 
all might well be capable of forcing its 
will on others, but it won't. It would 
rather let y ou make up y our own mind, 
meanwhile anticipating exactly how 
y ou're going to do it. 

"A lot of research looks back over 
its shoulder," says George Huntington, 
vice president of Television Bureau of 
Advertising, for whom Dr. Dichter did 
a study on the impact of media on 
women in super markets. "'But Dr. 
Dichter always looks ahead." 

Nor is Motivational Research 
"frightening. ' It is nothing more than 
the psychological and social scientific 
techniques applied to the study of con- 
sumer bu\ ing habits. 

"I'm not a hidden persuader.' " said 
Dr. Dichter. "If 1 was. I could more 
often manage to persuade my kids to 
do what 1 tell them." 

"There is nothing terrifying about 



and luxury and prestige the major 
sales appeals, the question of the mor- 
ality of MR has been raised. 

It has probably been raised again 
since the July-August issue of Dr. 
Dichter 's monthly marketing magazine. 
Motivations, which baldly stated that 
"The trouble with American advertis- 
ing today is that the power of real, un- 
adulterated sex is almost completelv 
lacking." This was based on an analy- 
sis of 100 tv commercials and 200 
magazine ads. "Put the libido back 
into American advertisins." Motiva- 
tions advises. 

This does not mean that Dichter ad- 
vocates replacing tv commercials with 
French postcards. It is simply a recog- 
nition of the truth that sex has a pretty 
basic appeal. 

"Dr. Dichter always came through 
with truthful answers.'' says Monroe 
Greenthal. president of Monroe Green- 
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tliul Co., New York, who was kmc of 
Diehter's first clients and went on to 
use his services in the years since. ''Ik: 
never tried to pet ynil the answers you 
wanted to hear; whatever his findings, 
that's w hat j on pot. 

"Another thing that stunk uie," 
Grecuthal said, "was the intelligent way 
he tackled a problem. Most market 
researchers want guidance and more 
guidance from the client, lint Dichter 
gave the guidance. lit; told us what 
questions should he asked." 

In speaking to a number of other 
Dichter clients past and present (His 
institute has completed more than <!()() 
studies - main ranging from §20,000 
to $30,000— 'in almost even field of 
consumer research), the words most 
frequently used to describe him were 
"dynamic," "vital," and "stimulating." 

Langdon Littlehale. advertising di- 
rector and sales manager for Mosler 
Safe Co.. for whom Dichter has been 
conducting several studies in the past 
years, told si*o.\SOK, "The Doctor does 
more to stimulate )our own thinking 
than anyone else you're ever likely to 
deal with. He can spout ideas faster 
than you can keep up with them and 
always comes up with a fresh ap- 
proach." Mosler Safe ad\ertising has 
traditionally used the fear approach 
("What if you are robbed or wiped 
out by fire?"). Now it is switching 
to a more positive tack ("You'll never 
have to worry if you have a Mosler 
Safe") because Dr. Dichter found that, 
in these troubled times, it's better not 
to frighten people. 

"lie's really at his best when he's 
free-wheeling with ideas," another ad- 
man said of Dichter. '"It's a tremen- 
dous experience sitting in a conference 
room with him." 

"The earlier Diehter's in on a prob- 
lem." says another client, "the better 
the chances for a quick solution." 

But not everyone in advertising lias 
unqualified praise for "Mr. Mas-. Moti- 
vations." Some, although unanimous 
in admiration of Diehter's personal 
bounce and brilliance, question the 
wisdom of complete reliance on MR. 
Since its foundation is the "depth"' 
(long and exploratory ) interview of a 
sometimes small group rather than the 
less "deep" questioning of greater 
numbers, they feel that it may not ade- 
quately present the feelings of the 
masses. 

"If any weakness lies in MR." one 
researcher told SPONSOR, "it is this 
business of looking at the public as a 
single patient lying on the psychiatric 




Misery of Choice: ^"^ turned up fan ihal rti-lomer- ajjoiii/e I f « »r «- loo many 
l>ran«l-. 1 1 c re a boy nmniImt of 1 1 1 - 1 il 1 1 1 »-*- eonlrol firoup ail- mil "\li-«r\" in Living I .alt 






Living Laboratory: Children from Croinn. V Y.. e\pre-< ffHinn* I lt*-y 2<-t from a< 




Tv testing: V< relaxed a- in llii-ir own living room-, memlxr- of In-lilcile ronMjnur 
panel waleli tv roinmereial-. f \pre-- rearlion- llial poinl up weak anil -lronp ail [mini- 






couch. We're too complex for that. 

For a well-rounded market survey, 
this researcher along with many of his 
confreres feels you need to count more 
noses than MR is prone to do. '"May- 
he the difference is the Atlantic 
Ocean," he went on. "The American 
psy chologist is strong on proof: the 
European psychologist is strong on in- 
sight.'" 

Dichter is a European ps) chologist. 
He was horn in Vienna in 1907, left 
school at 15 to help support his family 
In working a> a window decorator, 
sign painter and sales clerk in a Vien- 
na department store. Through a spe- 
cial government test for impecunious 
hut deserving youngsters, he was later 
ahle to enter the University of Vienna, 
then went on to the Sorhonne in Paris. 
His Parisian sojourn was a lean one, 
and he was forced to work at all sorts 
of johs simultaneously to make ends 
"nearly meet. 

In Paris. Dichter found his '"first 
love" — a girl psychologist. But the 
whirlwind romance got suddenly star- 
crossed when the girl up and fell in 
love with another fellow. Dichter re- 
turned to Vienna without the girl hut 
with a greater interest in psychology 
than ever. 

After his doctorate from the 1 niver- 
sit) of \ ienna and his Licencie es let- 
Ires from the Sorhonne. he estahhshed 
a psychoanalytic practice in Vienna on 
Berggasse. directly across the "gasse" 
I street I from Freud. "1 only used to 
see him." Dichter recalls. **1 never 
met him. He was an old man then and 
no longer practicing." In addition to 
his psychological work with individu- 



als. Dichter also did commercial mar- 
ket research. MR was getting under- 
way. 

During this period. Dichter fell in 
love again, this time with a concert 
pianist — a pretty hrunette named 
Hedy. They married, and it is Hedv 
who today serves as treasurer and in- 
terior decorator for the Institute at 
Croton. manages the Dichter resort-art 
colony estate at Montrose. X. Y.. looks 
after their two children (Tommy, age 
16 and Susan, 14 1 in the Dichter home 
at Ossining, X. Y.. and still finds time 
to give piano lessons. 

Whatever plans the Dichters might 
have had for remaining in Vienna 
were short-lived. Storm clouds were 
gathering across the horder as Hitler 
ey ed Austria. "Friends hegan advis- 
ing me to get out of Vienna." says 
Dichter, whose name had begun turn- 
ing up with uncomfortable fre<juenc\ 
in the Nazi press. That was all the 
motivation he needed. 

They made it to Paris a few months 
before the Austrian invasion and ap- 
plied for visas to the V. S. The vice 
consul was concerned about Dichter's 
ability to support himself and his wife 
if they came to the L. S. Dichter un- 
folded his dream for Motivational Re- 
search, and the vice consul gave him 
his personal affidavit. The Dichters ar- 
rived in America in 1938. 

Three days after landing in Xew 
^ ork, Dichter had a job with Market 
Analysts, a small research organiza- 
tion, lie stayed long enough to try to 
interest them in MR. then struck out 
for himself. His first assignment on 
his own was from Ed Batte\ . now vice 



president and director of research for 
Compton Advertising; the client was 
Ivory Soap. In typical fashion, Dich- 
ter eschewed statistics and numbers in 
favor of ''the psychology of bathing." 
As a tv advertising executive recentlv 
said: "Dr. Dichter has always been 
the exact opposite of an IBM brain." 

His big hreak came in 1939 when 
he interested Chrysler and its agency, 
J. Stirling Getchell. in motivational re- 
search for Plymouth. The results of 
this survey, which showed motorists 
were far more w rapped up in the thrill 
of the open road than in how many 
nuts and bolts were in the engine, 
brought Dichter national recognition 
by Time and other magazines. Getchell 
gave him a secretary. 

"What do I do with her?'" asked 
Dichter. who had become accustomed 
to operating solo. 

For the next four years, Dichter re- 
mained with Getchell. conducting more 
than 30 survey s. Then, at the sugges- 
tion of Dr. Frank Stanton, he joined 
CBS as a research psy chologist, made 
the first full-scale study of tv programs 
and commercials in 1945. A year 
later, he founded his Institute for Mo- 
tivational Research on his 20-acre farm 
at Montrose. X. Y. 

The Montrose farm represented 
Dichter's only deviation from market 
research. Indulging a whim for farm- 
ing. Dichter stocked it with a herd of 
cattle and 2,700 chickens. When half 
the chickens suddenly died, the Dich- 
ters turned the coops into bungalows 
and started a summer colony on the 
theme, "'Vacation From Yourself." It 
was, in Dichter's words, the '"psycho- 
logical equivalent of a Catholic re- 
treat. ' The first ad he prepared 
stressed only the benefits to one's 
psy che, ignored the facilities offered — 
yet drew 300 replies from a single 
newspaper insertion. 

Small wonder that Dr. Dichter has 
sometimes been described as "a better 
adman than scientist." 

"1 never know just how to take it." 
Dr. Dichter says. " — as a compliment 
or an insult. Actually the whole charge 
is absurd. In order to be a good scien- 
tist, you must be creative. The ability 
to see several apparently unrelated 
things together, then relate them crea- 
tively into good advertising is certainly 
a science. I don't see where being an 
adman lowers the stature of a scien- 
tist." 

Once he had set up the ln?titute. 
I Please turn to page 57 I 
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PART TWO 

Hi - l>nnl\ nl the Timehmers ol the 
/ . >. in its entirely will lie avaifabfe 
later this summer. If rite: >l'()\>OR 
.Serines Int., 10 H. Villi St., Yew 
) or/, 17. V ). \Vt/ installment 
uill a\<}>e»r in the 10 August issue 



TIMEBUYERS 
OF THE U.S. 



Most extensive li>t ol tinielniyers yet published link.*- 
buyers with their account* (particularly regional or 
national spot clients), gives agency"-, adclrc*-*!*. phone 




he Tiinebuven- of the I . S. 1 i r-t i n^r. whose second install- 
ment starts on the next page, is probably the most eomplete 
such list \et published. Primarily the list is adapted from 
the >ummer 1957 edition of Time Buyers Register, published 
In Executiv es* Radio-TV Sen ice of Larchmont. \. ^ . 
Added to this basic list i- information which was reported 
directlv to sponsor In agencie*.. 

Time Buyers Register is published three times a \ear and 
sells for SI 5 a copv. It has been issued for six vears and i- 
compiled from a nationwide surve\ of agencies. 

The Time Buyers Register list was modified In sponsor 
as follows: Client lists of main agencies were shortened both 
to save space and to throw emphasis on national and re- 
gional accounts. Accounts which appeared to he strict!) 
local in their operation were most frequently eliminated. 
An asterisk (*) after the agency name indicates that the 
agencv s client list has been shortened. A dagger 1 1 1 indi- 
cates the agencv reported direct!) to sponsor. 

The listing is alphabetical bv states with cities appearing 
alphabetical!) below the state heading. Agencies are listed 



alphabetical!) bv cities and include add re— and plume. 

Kach agencv s listing includes the agent ) name. add re— • 
and phone number. Then in bold fate appear the name- of 
media executives I if the) were reported I and timehu\ cr-. 

vcctiunts are then listed, followed In the name of the Inn- 
er handling that account. In ca»e> where agent ie- prefer not 
to specifv which buvers are as-igned to which account (be- 
cause of a team operation or rotating a*»i:inment» i huver* 
anil accounts are lifted separately. 

sponsor in most instance* has eliminated lifting of agen- 
cies which mentioned no accounts. Ygencie* «•«> omitted 
which have since returned to active u»e of national or re- 
gional spot tv or radio •should -o report to -pon-or at !<• K. 
19th Street. New York 17. \. V. sponsor plan- to reprint 
the list in a convenient booklet anil will be glad to expand 
it to enter additional agencies active on the air. 

The list, which started in the Tv Radio Ba-i< - i--ue. will 
be continued in succeeding i-«-ue- until complete. \n ad- 
dendum, if required will be publi-hed with the final in- 
stallment of the listing. ^ 
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NEW MEXICO 

ALlSi yi ERyiE 

WARD HICKS ADVERTISING* 

315 Gold Ave., S.W., Albuquerque, A. 1/. 
7-8814 

Tarn Janes 

Navajo Freight Lino (trucking), Oden Mo- 
tor Co. (Clievrolet-Goodyear) , Edgar D. 
Otto & Son (concrete prod*.), Valley Gold 
Dairies (dairy prods.) 

DUKE KERSTEIN ADV. AGENCY* 

117 Marquette Ave., N.W., Albuquerque, 
X. M. 7-9686 

H. Duke Kerstein 

Driver-Miller Plumbing Corp. (Eljer, Mis- 
sion), Electric Supply Co. (GE distributor!, 
McClain Music Co. (Lester Pianos), NM 
Motor Carriers Assn., Paris Shoe Stores, 
Southwest Moving (North \m. Van Line 
agt.), State Wide Mfg. (Zip Potato Chip 
& Food Products) 

NEW YORK 

ALBANY 

DAVE FRIS ADVERTISING* 

277 Lark St., Albany 10, A\ Y. 5-1429 

R. David Fris, Harry B. Rezzemini, Owen 
Norton, Catherine A. O'Connor, Mary E. 
Humphrey, Danald J. Maore 

Canada Dry Bottling Co. of Albany, Maare; 
Dobler Brewing Co., Fris; Frank Adams 
(jeweler), O'Connor; Saratoga Quevic 
Spring Corp., Norton; T. Southworth Trac- 
tor & Machinery Co., Norton; Stevens & 
Thompson Paper Co. (tissue, paper plates, 
towels, Soft Spun tissue products), Hum- 
phrey 

GOLDMAN & WALTER ADV. AGENCY* 

17 Elk St., Albany 7, A r . Y. 5-8864, 5-8865 

Jack Goldman, pres.; Narman D. Tillman, 
Eileen M. Andrews, Edward J. Ryan 

ABC Awning Co., Goldman; Capitol Bever- 
age Co., Ryan; Empire Super Markets, Gold- 
man, Andrews; Fort Orange Dist. (TV sets, 
etc.), Goldman; A. Greenhouse Dist. (food 
prods.), Andrews; Ben Katz (furniture) , 
Tillman; King Cadillac-Oldsmobile, Ryan, 
Goldman; Montague Furniture Factories, 
Ryan; Nash-Ringel (Amana) , Goldman; 
Nehi Beverages, Goldman; Rayco Auto Seat 
Covers, Tillman; Regent Sandwich Shops, 
Goldman; Seven-Up Bottling Co., Tillman; 
Tru-Ade Beverages, Tillman 

RINCHAMTON 

KOKIS ADVERTISING AGENCY* 

305 Capitol Bldg., Binghamton, X. Y. 
3-5431 

Jacab Kakis 

Dyer-Fitts Construction Co., E. C. Gale 
(wieners) . Whipples Lumber Yards 



lit KFAI.U 

BBDO 

1614 Rand Bldg., Buffalo 3, A'. Y. Cleve- 
land 7915 

Michael E. Carnahan, media dir. 

Barcalo (reclining chair-), Carnahan; Bra- 
vo Macaroni (macaroni & spaghetti), Carna- 
han; N. Y. State DeSoto Dealers, Snyder; 
Niagara Mohawk Power Co., Carnahan; 
Pfeiffer's Food Products (salad dressings), 
Snyder; Taylor Instrument Co., Carnahan; 
Wildroot Co. (hair tonic), Scanlan 

COMSTOCK & CO.* 

651 Delaware Ave., Buffalo 2, X. Y. Lin- 
coln 6187 

Herbert E. Maare, media dir., timebuyer 

Don Allen City Chevrolet, Canadian Carbo- 
rundum Co., Ltd. (abrasives, heating ele- 
ments, resistors, deoxiders), Frontier Oil 
Refining Co., Hospital Service Corp. of West- 
ern N. Y. & Western New York Medical 
Plan (Blue Cross and Blue Shield Plans), 
Jamestown Finishing Products (industrial 
finishes, plastic fabric, Vinyl dispersions), 
Keebler Biscuit Co. (crackers, cookies), 

FLAGLER ADVERTISING 

107 Franklin St., Buffalo 2, X. Y. Cleve- 
land 0925 

Morse Flagler, C. Edward Scafield 

W. Atlee Burpee Co. (seeds) , Cov-r-Gro 
Corp (plastic mulch), Ra-Pid-Gro Corp. 
(plant food), Sudbury Laboratory (soil test 
kits) 

MacLAUGHLIN ADVERTISING AGENCY* 

601 Ellicott Square, Buffalo 3, A. Y. Mo- 
hawk 5703 

F. R. MacLaughlin, owner; Helen Malana- 
wicz 

J. Allen Bentley (New Idea corn picker) , 
F. C. Ortner Dist. (Revco, chill chest freez- 
ers), Perry's Ice Cream Co. 

RICH ADVERTISING CO.* 

220 Delaware Ave., Buffalo 2, A'. Y. Mo- 
hawk 5692 

Arthur H. Rich, Frederic N. Davis 

Pease Oil Co. (Cities Service), Rich Ice 
Cream Co., Rich Products Corp. (whip top- 
ping & frozen eclairs) 

EI. M IRA 

MELLOR ADVERTISING AGENCY* 

Perry Bldg., Elmira, X. Y. 3-5691 

George A. Mellor, pres.; William A. Verity 

Cortland Baking Co. (McDonald's farm 

bread), Mellar; Fawn Beverage Co. (soft 

drinks), Verity; Paul Harris Co. (paint), 

Mellar; Seneca Grape Juice Corp. (frozen 
fruit juice). Mellar 



C.Kt AT NECK 

ABNER E. KOHN ADVERTISING 

15 Bond St., Great Xeck, X. Y '., Hunter 
7-8408 

.NEW YORK CITY 

A. D. ADAMS ADVERTISING 

562 Fifth Ave., Xew York 36, X. Y. Cir- 
cle 6-2940 

A. D. Adams 

Dynavox Corp. (phonographs) 

ALLAN ASSOC.* 

{Foreign Language Advertising), 137 IT, 
12nd Street, Xew York 23, A r . Y. Trafal- 
gar 3-9854 

W. Allan Sandler, Art Sandler, Pat Brown 

Briones & Co. (liquor importers), W. Sand- 
ler; Cristal Beer, W. Sandler; Finlay Straus 
Clothing Stores, A. Sandler; Malta de 
Pabst, W. Sandler; Lnanue & Sons (Goya 
foods), W. Sandler 

THE RALPH ALLUM CO. 

34 East 51st St., Xew York 22, A\ Y. Mur- 
ray Hill 8-6485 

Howard Webb 

Clark-Cleveland (Fa^-teeth, new products), 
J. C. Penny Co. 

ANDERSON & CAIRNS* 

130 E. 59th St., Xew York 22, X. Y. Mur- 
ray Hill 8-5800 

Victor Seydel, v. p. ch. radio-tv; Anne 
Burkhalder, ass't.; Frank Lowe, producer 

Aborn's Coffee, Aldemey Dairy, Dow-Corn- 
ing Silicones, Dynel Div. of Union Carbide 
& Carbon (synthetic fibers), Jetspun — Div. 
of Am. Enka Corp, C. H. Masland & Sons 
(rugs and carpets), Seeman Bros. (White 
Rose tea) 

ARCADIAN ADVERTISING AGENCY* 

230 W. list St., Xew York 36, A*. Y. 
Pennsylvania 6-1327 

Arthur B. Levine 

Pedigreed Seed Co. (lawn seed), Rosedale 
Nurseries, Louis Smirnow (Peonies) 

ATHERTON & CURRIER* 

420 Lexington Ave., Xew York 17, X. Y. 
Oregon 9-5055 

Hubert R. Sweet, media dir.; Midge Krone, 
timebuyer 

Allied Chemical (Sta-Fresh), Cuticura Prod- 
ucts. Harold F. Ritchie (Brylcreem, Eno) 

N. W. AYER & SON* 

30 Rockefeller Plaza, Xew York 20, A'. Y. 
Circle 6-0200 

G. M. McCoy, mgr. broadcast media dept.; 
Richard S. Bunbury, supervising time- 
buyer; Frank Carvell, Helen Hartwig, 
Mary Hartman, Sol Israel, Paul Kizenber- 



33 



SPONSOR • 3 AUGUST 1957 



gcr, Fred McClaffcrty, William Miller, 
Lea Peters, Al Randall, Itabclc Zicglcr 

AT&T, McClaffcrty; American \ iten.e 
Corp., Kiicnbcrgcr; Armour & ( !o., Israel; 
Uhiutie Rrfming Co., Millar; \vis Rent V 
Car, Israel; I!. (.'. Remedy (.11., Carvcll; 
lii— .ell Carpet Sweeper Co., Carvcll; Butcher 
PoIi«Ji Co., McClaffcrty; Currier Corp. fair 
conditioning), Millar; Cannon Mill-, Car- 
vcll; Chrysler Corp. (Plymouth Div,). Hart- 
wig; Container Corp., Israel; General Elec- 
trie (small appliances, clock & tinier). Mills 
liros. ColTee, Kiicnbcrgcr; Charles K. 
Hires Co. (beverages. ) , Carvcll; Johnson & 
Johnson, McClaffcrty; Knotise Food* Corp., 
Millar; National Dairy Prods. (Sealtesti, 
Carvcll; The Ohio Oil Company, Millar; 
The Pennsylvania Company, l'enn Fruit 
Co., Millar; I'hilip Morris, Zicglcr, Peters; 
Polk Miller Product*, Kizcnbcrger; Seabrook 
Farms, Kiicnbcrgcr; SeaPak Corp., Millar; 
Tasty Baking Co., Kizcnbcrger; I'nited Air 
Lines. Randall; Western Maryland Farms. 
Kiscnberger; Stephen F. Whitman & Sons. 
Vardley of London, Zippo Mfg. Co., Kiien- 
bergcr 

LYNN BAKER* 

720 Filth Ave., AW York 19, A. Y. JW- 
son 6-3900 

James D. Evans, v. p.; William Dollison, 
ass't. 

Ar-Ex Products Cor. (Hypo-allergenic cos- 
metics). Coast Fisheries Div. of Quaker 
Oats (Puss ' n Hoots cat food), Whitehall 
Phannacal Co. (Jo-Cur, Heather Rogues), 
F. W. Woolworth (variety stores) 

TED BATES & CO.* 

630 Fifth Ave., Xew York 20, A'. )'. ]\id- 
son 6-0600 

Norman Chester, George Detelj, Lawrence 
Donino, John Dougherty, Nat Goyster, 
Conant Sawyer, Jack Sinnott, Chester 
Slaybaugh, Alan Sloan, Gregory Sullivan, 
Charles Theiss, Frank Thompson, Charles 
Valentine, Gerard Van Horson, William 
Warner 

American Chicle Co. (Reeman's Pepsin, 
Chiclets, Rolaids, Clorets), Dougherty; 
American Sugar Refining Co. (Domino, 
Franklin & Sunny cane sugars), Valentine; 
Anahist Co. (Anahist, Super Anahist, Ana- 
hist Nasal Spray, Cough Syrup), Slaybaugh; 
Rrovvn & Williamson Tobacco Corp. (Kools. 
Viceroy, Tube Rose snnff) , Chester, Sinnatt; 
Carter Products (Carter's little liver pills, 
Nair, Effisan, Arrid super spray, Miltovvn), 
Slaan, Sullivan; Colgate Palmolive Co. (Col- 
gate dental cream, Palmolive soap, Palmolive 
shave creams, Palmolive after shave lotion. 
Octagon products, Palmolive soft shampoo. 
Fab), Theiss, Van Horson; Dromedary Div. 
of Natonal Biscuit Co. (cake mixes), War- 
ner; Food Manufacturers ( M & M's candies. 
Uncle Ben's converted rice), Thompson; 
Minute Maid Corp., Warner; Morton Frozen 



Foods, Warner; Nandaid Bunds I lilm- 

Bonnet iiwrn.il me, Rowil product*, I'et F 1 

Div. I, Donina, Sawyer 

BBDO * 

3RJ Mad, son tie., \,u ) oil. 17, \. ) 
t.ldnrado 5-riBlH) 

Fred Barrett, v. p. in charge of media; 
Dick McKccvcr, radio-tv operations; 
Radia-Tv Network Buying: John Bcttccki, 
Joan lllmcnscc, Mary McHugh, Anne 
Slattcry, Grace Stewart 

Radia-TV Spot Buying: Dann Duffy, Mil- 
lie Ebcrhard, Trow Elliman, Ed Fieri, Hope 
Martinci, Mary McMichael, Elcnarc Scan- 
Ian, Ted Wallowcr, Daug Yatct, Jacque- 
line Moore, Millie Padova 
A'o/e: Ml buyers are f r»-«j ih-ii 1 1 y reassigned 
to various accounts to meet precise client 
needs, so any listing of individual buyer- for 
specific accounts would he inaccurate. 

American lladiator & standard, \merican 
Safety Bazor Co. (Blue Mar & Treet blades), 
American Tobacco Co. Il.lickie*, II it Pa- 
rallel, Armstrong Cork (floor coverings), 
Bansch & Louib, Bristol-Myers (liau, Trn- 
shay. Sentry, tooth pa-te I , California Oil Co., 
Campbell Soup Co., Consolidated Edison Co., 
Continental Can Co., Cream of Wheal Corp., 
DeSoto Div.. Chrysler, Doughboy Industries, 
FORT Pitt Brewing Co., General Baking 
Co., General Electric < institutional I , Gen- 
eral Mills (grocery prod-. 1, B. F. Goodrich 
Co. (tires & tubes). Holiday. George Ilonnel 
Co., International Salt., Ladies Home Jour- 
nal, Lever Bros. (Swan, Surf, Breeze), Lib- 
by. McNeill & Libby (frozen foods I, M, J. B. 
Co., Minn. Mining & Mfg. Ocotch tape). 
National Cranberry Assoc.. National Gyp- 
sum, New England Coke Co.. Niagara Mo- 
hawk, Northriip King, Oneida, Penick & 
Ford (My-T-Fine desserts), Pfeifer's Food-, 
Philco Corp., Hapinvvax. Readers Digest 
Assoc., Rev Ion ( MI product-!. Bexall Drug 
Co., F. & M. Schaefer Brewing Co., Scott- 
Atvvater, Schenley. Shrove, Crump & Lowe, 
Standard Oil of Calif., Timken Roller Bear- 
ing Co.. I'nited Fruit, I'. S. >teel. Vitamin 
Corp. of \m. (Rybulol). Westclox. Wildroot 
(hair preparations) 

BEN-MAR AGENCY 

310 F. 22nd St.. A cm York, V. )'. Orepon 
i-8880 

Ea-I Point llou-e ( re-tanrant) . 1 lomemakers 
Product- ( Diaparene » 

VICTOR A. BENNETT CO.* 

6 Fast ki/A St., Xew York 17. V )'. 
Uurnn Hill 7-2186 

Edward D. Kahn 

BO \(. (air travel!, Longine-- Wittnaner 
Watch Co. (watches & clock-) 

BENTON & BOWLES* 

144 Madison Axenue, Yen York 22, V. 
Murray Hill 8-1100 



David P. Crane, v. p., in charge af media 
Group ~ 1 

Michael Donovan, aitociatc media dir.; 
ant. media dirs.: Tarn Mahon (ccrcali); 

Bill Murphy (coffect) 

T/mcbuycri: Roger Clapp, Bob Innct, Bab 
Mcycri, Grace Portcrficld, Dick Walkcn, 
Irv Wiltan 

lllis- ( 1 dice, Walkcn; I trail Hake., Innct; 

(.dine- Dog F I, Walkcn; t.eneral hood* 

I11si1i11tin11.il, Partcrficld; Grape Nut* and 
(.rape N 111 - Hake*, Innct; Instant Maxwell 
llou-e ( ofTee. Portcrficld; Krinkbs, Post 
I en-, Bai-iu Bran, Wilson; I •*« » - 1 Toa-li<-*, 
Innct; Regular Mjxwell llou-e ( ofTee, 
Clapp; ^ugar Cri*p, Wiltan; \ nbart < ollee, 
Meyers 

Group — 2 

Lcc Rich, v.p. and assac. media dir.; Astt. 
media dirt.: Lcc Currlin, Bern Kanncr 
Timcbuyert: Dan Chapman, Peter Daltan, 
Justin Gentle, Bern Kanncr, Hank Linden, 
Dave Wcdcck, Alan Yablon 

Canadian P&C, Chapman; Cre-t, Linden; 
Ivory Snow, Dalton; Prell. Linden; ^ehii k. 
Kanner; Tide, Gcrstlc 

Graup — 3 

Miltan Kieblcr, v.p. and atsoc. media 
dir; John Collins, asst. media dir. 
Timcbuyers: Jack Gicbcl, Helen Kawal- 
sky, John Nuccia 

Continental Oil Co.. Nuccia; Florida Citrus 
Commission, Giebel; Grove Laboratories, 
Kawaltky; Norwich Phannacal. Kowalsky 

Group 4 

D. Harrit, astoc. media dir. 

Timebuycrs: Sam Haven, Dave Lambert, 

Sam Tarricane 

Mnerican Express, Tarricone; \n-co. Hav- 
en; \-soc. of \111erican Railroads. Lambert; 
Carling'- Red Cap Me. Tarricone; Inter- 
national Bu-ine-- Machine*. Haven; Parlia 
nient Cigarettes, Lambert; \Je-tern I nion. 
Tarricane 

Graup — 5 

Hal Miller, assac. media dir.; Peter Bcrla 
V C. John-on & ^rni. Bcrla 

CARL S. BROWN CO. 

630 Filth he.. \ru York 20, \. }. Plazn 
7- 1610 

Ray Healy, media dir.; Rate-Marie Vitan- 
1a, Dick Trea 

National Brand- Div.. Sterling Drug (~o. 
(Dr. Caldwell's. Fletcher'- Ca-toria. 7..B.T. 
Baby Powder). Vitania; Colgate-Palmoli\e 
Co. (Halo -hanipoo. Ye! beauty bar». Trea 
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TIMEBUYERS OF U. S. . . tontmiied 



FRANKLIN BRUCK ADV. CORP.* 

1270 Sixth Ave., \cw York 20, \. 1. 

Circle 7-7660 
(Notf: \fter May 1st name change: U fine- 
man, Kleiufcld, Shaw & Joseph) 

Alice Ross, radia-tv timebuyer 

\itistie Car<l Co. ("reeling cards), Fashion 
Frocks, lli-\ Co. 1 orange juice I, Had, 
Rhodes Phai macal, Shopwell Foods, Sim- 
plicity Patetins. Silrue • tissues) 

BUCHANAN & CO.* 

1501 Broadway, A en' York 36, X. Y. Bry- 
ant 9-7900 

Mildred Ingvall 

Fskimo Pie Corp. (ice cream), Paramount 
Pictures (motion picture*), Reynolds Met- 
als Co. (aluminum) , Tidewater Oil Co. 
( Fly ing-A-Gusoline, Veedol motor oil) 

CALKINS & HOLDEN 

247 Park Ave., Sew York 17. X. Y. Plaza 
5-6900 

Thomas H. Yaung, media dir.; Robert 
Rawell, timebuyer 

Bavarian Brewing Co., C. F. Mueller Co. 
(food prods.), Oakite Products (Oakite 
cleanser I 

CASMIR ADVERTISING CO.* 

551 Fifth Ave., Xew York 17. X. Y. Mur- 
ray Hill 2-2014 

Marvin Casmir 

D'Aiuico (beauty consultant). Marianne 
Debreanx (cosmetics) 

COHEN & ALESHIRE* 

41 East \2nd St., Xew York 17. A'. Y. 
Oxford 7-0660 

Elizabeth Black, dir. radio-tv; Robert W. 
Kelly, Bernard Singer, Manny Klein 

B. T. Babbitt (Glim & Am-O). Chattanooga 
Medicine Co. (Black Draught & Dyrid), 
Doeskin Prods, (facial and bathroom tis- 
sues, luncheon and dinner napkins, magic 
towels), Dormin. Inc. (Dormin). Grove 
Laboratories (4- Way cold tablets, Fitch dan- 
druff remover shampoo, Fitch ideal hair 
tonic. Pazo), Lydia E. Pinkham Medicine 
Co. (compound and tablets), Phanua-Craft 
Corp. ( Fresh cream deodorant. Ting, sur- 
geons lotion, phy sicians & surgeons soap) . 
Yi e^t End Brewing Co. ( L'tica Club beer & 
ale) 

HERBERT W. COHON CO. 

565 Fifth Ave., Xew York 17. A T . }'. Plaza 
5-6624 

Herbert W. Cahan 

Garret Laboratories (lod-Ise corn remover). 



\eeclii-Flna ."sewing Circles (Neechi & Flna 
sewing machines, Retail Di\.) 

COMPTON ADVERTISING* 

625 Madison Ave., Sew York 22, A'. Y. 
Plaza 1-1100 

Head buyers: Bert Mulligan, U.S.; Graham 
Hay, Canada 

Timebuyers: Joe Burbeck, Hal Davis, 
Graham Hay, Bob Liddel, Genevieve Schu- 
bert, Ethel Wieder, Dick Zuver 

Imcrican Can Co., Davis; Chescbrough- 
l'ond's, Wieder; Goodyear Tire & Rubber 
Co. (Neolite), Davis; Kelly-Springfield 
Tires, Davis; Xchi Corp., Schubert; New 
York Life Ins. Co., Davis; Personal Prod- 
nets (Yes ti^siics), Davis; Procter & Gam- 
ble (Gleeni, Lory Soap, Ivory Flakes), 
Wieder; Procter & Gamble < Big Top, Dun- 
can Ilines). Burbeck; Procter & Gamble 
(Cascade, Dash. Duz soap), Zuver; Procter 
& Gamble ( Drenc, Comet, Blue Dot Duz), 
Liddel; Procter & Gamble (Criseo), Hay; 
Remington Rand (Typewriter Div.), Schu- 
bert; Socony Mobile Oil Co.. Davis; Stand- 
ard Brands (Chase & Sanborn), Davis; 
Sterling Brewers, Schubert 

ROBERT CONAHAY* 

261 Madison Ave., A ew York 16, V. I, 
Murray Hill 2-5645 

Marie Hughes 

Chesapeake and Ohio Railway, Colonia 
(1711 Cologne ) 

ARTHUR CROSBY SERVICE 

516 Fifth Ave.. Xew York 36, A'. Y. Mur- 
ray Hill 7-5268 

B. F. Landsman 

Henry Lokos (men's clothing) 

CUNNINGHAM & WALSH* 

260 Madison Ave., Xew York 16, A. Y. 
Murray Hill 3-4900 

Newman F. McEvay, v. p., media dir.; 
Lucian R. Blaam, media dept. mgr.; Ed- 
ward Mahaney, tv dir. 

Media supervisors: Edward Baczewski, 
John Lucinatelli, William White 
Timebuyers: John Bray, James Ducey, 
Joseph Gavin, Robert Palmer, Gary Pran- 
za, Val Ritter, Jeremy Sprague 

American Cyanamid Co.. Baczewski, Pal- 
mer; American Export Lines, Baczewski; 
Colgate-Palmolive Co.. White, Pranza; Dec- 
ea Records, White, Ducey; Eversharp, 
White, Ducey; J. A. Folger & Co. (coffee), 
White, Ducey, Ritter; Italian Lines, Ba- 
czewski; Xarragansett Brewing Co., Lucina- 
telli, Sprague, Bray; Squibb. White, Du- 
cey; Sunshine Biscuits, Baczewski, Gavin; 



The Texas Co., Lucinatelli, Bray, Sprague; 
Universal-International, White, Ducey; The 
Wheatena Corp., White, Ritter 

DANCER-FITZGERALD-SAMPLE* 

347 Madison Ave., Xew York 17, A. Y. 
Oregon 9-0600 

(Note: Please address mail to James Neale 
or L. T. Fischer) 

James J. Neale, v. p.; L. T. Fischer, media 
dir.; assoc. media dirs.: C. Botway, S. 
Pague, K. Targersan, R. Wulfhorst 

Baryamian, D. Behrend, R. Babic, R. 
Balge, R. Bruehl, J. Clinton, R. Decker, 
J. Dunn, H. Fisher, P. Faster, L. Gaynar, 
P. Hawley, F. Hawlett, A. Karsa, J. Kearn, 

F. Mariarty, R. McClenahan, C. Millard, 

G. Myers, L. Salzberg, W. Santam, W. 
Teitz, P. Trialo, G. Walker, R. Williams 

Am. Chicle Co. (all products), Triala; B. T. 
Babbitt Co. (Bab-O), Triolo; Be-t Foods 
(Hellinan's mayonnaise, Best Foods mayon- 
naise, condiments), Triala; FalstafT Brewing 
Co., Hawlett; General Mills (Cheerio?, 
GMKT flour), Gaynar; Liggett & .Myers To- 
bacco Co.. Clinton, Bruehl, Millard; Lewis- 
Howe Co. (Tunis), Triala; Nestle Co. (De- 
caf, various products). Walker; Peter Paul 
(Mounds. Almond Joy). Gaynar; Procter & 
Gamble (Oxydol, Dreft), Hawley, Teitz; 
Sterling Drug Co. (various prods.). Mori- 
arty; I. S. Army (recruiting), Gaynar 

HERSCHEL Z. DEUTSCH & CO.* 

30 E. 60th St., Xew York 22. X. Y. Plaza 
3-1788 

Madeleine Allison, Darathy Glasser 

M. J. Breitenbach Co. (Pepto Mangan), 
Household Prods. (Sulfur-8, Gloss-8). Kil- 
mer & Co. (Swamp Root, Staze). Lander 
Co. ("Dixie Peach" & cosmetics) 

DOHERTY, CLIFFORD, STEERS & SHEN- 
FIELD* 

350 Fifth Ave., Xew York 1, A'. > . Bryant 
9-0445 

Donald H. Quinn, media dir.; Sam Vitt, 
Bab Widholm 

Charles Ammcn, Ltd. (Ammcn's medicated 
powder). Widholm; Borden's (instant cof- 
fee), Vitt; Pioneer Ice Cream. Widholm; 
Bristol-Myers Co. (Ipana, Minit-Rub, Mum, 
\italis), Vitt; Bristol-Myers Co. (Theradan. 
Mum Mist), Widholm; Fulham Bros. (1 
Fisherman frozen fish), Vitt; Lipton Tea 
Co. (new products), Widholm; Pharmaco 
(Fecn-A-Mint. Cliooz. Medigum. Regutol & 
new products), Vitt; Sonotone Corp. (hear- 
ing aids, high fidelity equipment) ; Vitt; The 
J. B. Williams Co. ( Conti Castile shampoo), 
Widholm 
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DONAHUE & COE* 

1270 An: ol tmrnrm. \m ) »*/. lilt, V. V. 
( olu minis 5-2772 

David S. Hagmtr media dir.; Marie Cole- 
man, Charlotte Corbctt, Tom Hardy, Eve- 
lyn Lee Jones, Art Tapal 

Bur-Mil (Cameo -toekiut:- ) . Burlington In- 
dii-lrie*, ( lii'inw ;i\ Corp. I Ludv K*thcr, 
Catac ami W .ik «-lu-l< I Uiv.i, ( .'oluiuhia Pic- 
tures. Corn Product- Refining Co, I l'o*en 41 
k.i-col. I). -Laval Cieani Separator-, Br. 

NlioM's /in,. Pad*, K. P. Di. w ('.«.. iTri-Nin 
margarine), l.iii*w*-, Metro-Cnhlvvvn-Maver, 
Melville *>hoe Corp. I Miles shoes I , Pear»nn 
Pharinaeal I Knnds **akrin X Kve-Cenc), 
Ratlin Citv Mu-ic II. ill, Biver Brand Rice 
Mill* 'Carolina rice), Vriplo. Nmthland 
CofTce Co. 

DOREMUS & CO.t 

120 llrotidmts, \ en ) ork. \. ). II orth 
1-0700 

A. Hundley Griffith, radio tv dir. 

kiiltler IYaho.lv & Co., Paine, Welilier. Jack- 
son X Curtis, *-hear-on, Ilaraniill & Co., Dia- 
mond Match Co.. Cal\in Bullock, Ltd. 

DOWD, REDFIELD & JOHNSTONE* 

.101 Madison . ti e.. \nr ) ork 22. V. Y. 
Murray Hill 8-1275 

Harry Torp, medio dir.; Carol Diem, Betty 
Nasse 

Chemway Corp. (My ltd & Larvcx), Diem; 
Cull Beverage- Corp., Diem; Mhert Killers 
(coffee). Diem; David Kalin (W'earevcr pen* 
& pencil*), Nasse; (diaries Pfizer X Co. 
I Candettes & Bonadette*) . Nasse; Revlon 
iSim Bath, Silieare, Baity Silieare). Diem; 
Rilling Hermetic lOiami-i & Final Facial I. 
Nasse 

DOYLE DANE BERNBACH* 

20 West 43rd St.. Sew York 36. \. Y. 
Longacre 5-7878 

Harry Pornas, medio dir.; Jean Simpson, 
Jan Steorns, Jerome Sochs 

Barton'* Bonlionniere i Barton*- ramly), 
Simpson; Buxton, Inc. I leather pood*), 
Simpson; Cheni-trand Corp. I \crilan prod- 
ucts), Simpson; Max Factor (co*metic»). 
Steorns; Fairmont Food- i -pecial izctl food 
prods.), Simpson; Gallo Wine, Stearns; 
A. Cooilman & Son* (specialized food 
prod*.), Simpson; Polaroid (Polaroid Land 
camera-), Simpson; Regal Shoe Co., Simp- 
son; Venn* Pen & Pencil Corp. 

ROY S. DURSTINE* 

655 Madison Ave.. A'cir York 21, .V, Y. 
Templeton 8-1600 

Dorothy Jean Barnett, radio-tv dir. 

Baldwin Pianos (organ*). H. C. Brill (Span- 
ish rice, macaroni dinner), Cheramy Div.. 



I lulling. lilt Sale- I nip. i i.-llictll - I , M.l-olt, 

\n 41 M ii ^ i -i 1 1 1 < ■ 1 1 1 1 > ■ i 1 Ma-jm iiint»i, Sew 

"link Ilugan lln - i li ii eie.il Lreadl, 

Wine ViRi-nrv I >• i.i i , I M ,i|if. wine iiidii-trv I 

ELLINGTON & CO.* 

5.15 Filth ire.. \ih ) ml. 17. \ ) l/n/ 
iu\ Ihll 7110(1 

Don Kane, Jaync Smothers 

\ineiieaii stau.laid ■ . 1 1 • eimdit i*l. Bonn 

t..nw.*irc ldi-lic-1. ( elaiii'-e I mp. of \ui 

Ifalilll'-I, Citie- Ntvice ['elloleuiii l(j.i» 41 
ml I, lloiihignut Nile- I orp. i perfume- i . 
Nick Clieniieal I Nd-kin hand treum 

ERWIN, WASEY & CO.' 

711 Third ire., \ea ) o//. 17. V ) . O,. 
/<)/</ 7-1500 

William Hunter, Robert Marton 

Barha*ol Co. (-having eieain, -kin f r» — lit-n • 
er, lotion, deodorant), Chilean Nitrate Lilu- 
eational Bureau initiate fertilizer- 1 . Con- 
solidated Cigar >ale- Cn. (Harvester 41 
Dutrh Ma-ler- cigar- 1. John II. I)nlan> 41 
""tin (fro/en fondsl, llellirti- Watch Co. 

WILLIAM ESTY CO* 

100 /•-. \2nd St., W ) „,-/. 17. V > 
Oxford 7-1600 

John Peace, media dir.; Richard C. Grohl 

P. Itallautiue and Nin- i Balhintine heer ami 
ale). Thomas Lecming (Bcn-Cavl, National 
Carhon (lotteries, anti free/e) , Paopiin- 
(hanil rreant, >ilk N' >atinl. R. J. Rcvnohl- 
Co. (Camel-. Cavalier-. Prince Mhert. \\ in- 
-lon, Salem), L nilcrwooil Corp. 

FOOTE, CONE & BELDING* 

217 I'ark Are.. \rir ) ork. \. )'. Murras 
Hill 8-5000 

Paul E. J. Gerhold, v. p. in chrgc. of medio 
& research; Arthur S. Pardall, medio 
group dir.; Chorles Hofmonn, media group 
dir. 

Timebuyers: Peter Bardach, Paul Clark, 
Richard C. Picket!', Penny Simmons 

Group — 7 

Arthur S. Pardoll, media group dir. 
Clairol, Simmons; I. ever 15m-. i Imperial 
margarine!. Simmons; Lever Bro-. i Pep-n- 
dentt. Pickett; S. \. N'honhrunn i^avarino 
coflee). Pickett 

Group — 2 

Charles Hofmann, media group dir. 
I.ichmartn Breweries I Rheingold I . Bardach; 
^vsi-s Watch. Clark; TW \ (Iran-World 
\irline*'i, Clark 

ALBERT FRANK-GUENTHER LAW 

131 ( edar St.. \cn York 6. \. Y. Cort- 
land 7-5060 



Lawrence Butncr 

Hat he 41 1 o 1 -ei iirttn-s l , I* liniui i.il Wmld 

< ui.i/.i/iio i , Hal ri- I pi i 1 -i-i in iiii ■ i 

I'm mi. Mall Pid.li-h.-i-, I lo Ki|.Ih«,m i 
\\ .i -1 1 1 i<til • hi \,i in \ 1 1 i. 1^,1/im i- 1 , I nil. .1 

llll-llie— *>.I\|i. Iflllilll. I.ll 'i-| I |i r I , I J 
\ ail Mil' tell \ /null < ■ 1 1L1 1 >'- I 

EDGAR FRAN K EL 

10 1 /'(I//, he \eu ) »//. 17. \. ) Mar 
nn Ihll 1 "HI 

Edgar Frankcl 

Pilunin I ,la>- I .. 

FRIEND-REISS ADVERTISING* 

221 If. "th >/.. Veil ) orl. \<> \ ) 
I'laza 7-KOiO 

Edward Ratncr, radia-tv dir. 

( amen I nrtain*. I)i-J()R (.aim ia-. km,' 
Bakeries, Lafavette Radio. Lev. .lor \.ueiiaii 
Ithu.l-. Plav-kool Mfc < ... (tov-i 

RALPH D. GARDNER ADVERTISING' 

715 Filth lie., \.i, )(,,/. 22. \ ). I'/o.u 
•5-8151 

(!larid^e F I Co. i fro/en food div.i. ( i.n/a 

Roek l.oh-ter Tail-. I led) Jn\ ee Fn.i k*. 
I.atlv MufT Lingerie, ^ssi— Kiteh.-n Food-. 
I i;:er ['.rami s v» i-- (.rnvere Cln-e-e 

ROY GARN ADVERTISING CO.' 

225 l.aUnette \.,v Yoik. \. ). Hi. 

tor 2 0305 

Roy Gorn Ed Fclder, Brooke Farley, El- 
mer Ellcntuck, Felice Fcldman, Joe Zaro 

Bedford Oil 41 Burner Service, Garn; Fhi-h- 
inp Federal ^avinn- 4i Loan, Garn; L|vhr<».k 
Federal savings 41 l oan. Garn; W liit.-liull 
Kitchen-. Garn 

GEYER ADVERTISING* 

5T> Madison fie., \ ew ) ork 22. \. ) 
I'laza 1-3300 

Betty Powell, Ed Richardson 

\inerican Home Food- • Burnett'- vanilla i. 
Richardson; \nn-riian Home Pro. I t I- 
1 Iiovle-Midvsav Piv. and Bov |e- \[idvs av if 
Canada!, Richardson; \nieriian Moi>>i- 
I Ramldcr. Na-li. Ilml-nn & Metropolitan a i- 
tomol.il. •- and Kehinatnr appliam > - ' . Pow- 
ell; Paul Ma-*on \inevard- < Ma— >.n win.', 
i hanipapite- 4i hrantlv ». Richardson; (( iv<-tti 
Corp. of Mncrica » Olivetti t^pevriter- 4> 
liii-inc— machine- 1. Richardson 

GILBRALTAR ADVERTISING AGENCY* 

17 F.. J5'/i >/.. \e« )orl. \. ) M ina\ 
Hill 7-78% 

Frances Scott 

Bonafide Mill* (Runny Nlaitl linoh um 1 . 
( entral Paint & N arni-h Work- 
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TIMEBUYERS OF t U. S. . . . continued 



THE IRVIN GRAHAM AGENCY 

19 ir. Uth St., Xew York 36, N. Y. Mur- 
ray Hill 7- 1508 

Irvin Graham, radio-tv dir. 

The Je-ters (giftware), Peerless Products 
lon-metics), Stiiyvesant Trading Co. 

GRANT ADVERTISING 

655 Madison Ave., Xew York, V. }'. Tern- 
pleton 8-9393 

Thomas J. Ellis, media dir.; Wm. C. Pat- 
terson, radia-tv dir. 

Dodge Div., Chrysler Corp., Florists Tele- 
graph Delivery Assn. 

GREY ADVERTISING AGENCYt 

430 Park Ave., Xew York, X. Y. Plaza 
1-3500 

Philip Branch, group media superv. and 
magazine coordinator; Broadcast and print 
buyers: Aileen Barry, Dorothy Houghey, 
Ken Kearns, Herb Lieberman, Allan Reed 

American Toy (promotion). Lieberman; 
Block Drug Co.. Lieberman; Girard, Lieber- 
man; Hoffman (beverages), Barry; Ideal 
Toy*, Macy's (department store), Lieber- 
man; Procter & Gamble, Kearns; Topps 
fcliev\ing gum), Reed 

Thomas Reilly, group media superv. and 
newspaper coordinator; Broadcast and 
print buyers: Dave Keegan, John Kriete, 
Pat Mclntyre, Tom Reilly, Joan Rutman, 
Clara Simmons, Ruth Zozula 

Calvert (Distillers), Simmons; Dan River 
Mills, Keegan, Kriete; Exquisite Form 
(brassiere), Keegan, Rutman; Indian Head 
Mills, Keegan, Kriete; Industrial Rayon, 
Kriete; I. B. Kleinert Rubber, Kriete; The 
Lamport Co., Keegan, Kriete; McGregor- 
Doniger, Keegan; Prince Gardner, Reilly, 
Zozula 

Helen Wilbur, group media superv. and 
broadcast coordinator; Broadcast and 
print buyers: Jack Cummings, Jerry Fire- 
stone, Marie Scotto 

Canadian Converters, Cummings, Firestone; 
Dominion Textile, Cummings, Firestone; 
Samsonite, Cummings, Firestone; Spiegel 
(mail order), Cummings, Firestone; Union 
Underwear, Cummings, Firestone; Van 
Heusen, Cummings, Scotto 

Andrew Ztpprich, group media superv. 
and administrative coordinator; Broad- 
cast and print buyers: Ken Allen, Tom 
Flanagan, Joan Stark, Manas Sternschein 

Bhimenthal (LeChic & LeMode) , Stern- 
schein; Chock Full 0' Nuts (coffee), Flana- 
gan, Stark; Chunky Chocolates, Stark; 
Firestone (Exon, Foamex, Yelon), Allen, 
Flanagan; G.E. Flashbulbs, Allen, Flana- 
gan; Magee Carpets Allen, Sternschein; 
Mennen, Flanagan, Stark; NBC (Spot, Net- 
work. O&O, C.N.P.), Flanagan, Stark; Olin- 



Mathn-Mjn, Sternschein; KCA (\ictor rec- 
ords), Allen, Flanagan; Union Pharmaceu- 
tical, Stork; Whitehall Pharmacal, Stark, 
Sternschein 

LAWRENCE C. GUMBINNER ADVERTIS- 
ING AGENCY* 

655 Madison Ave., .Xew York 21, V. Y. 
Templeton 8-1717 

Paul G. Gumbinner, tv-radio dir.; Diane 
Neugarten, Anita Wasserman 

Am. Tobacco Co. ( Filter-tip Tareyton, Roi- 
Tan cigars), Bercnt-Rirhards Packing Co. 
(Sacramento tomato juice), Bourjois (Eve- 
ning in Paris), Brown Vintners Co. (Cherry 
Kijafa wine), Chap Stick Co. dip balm, 
hand cream), Q-Tips (cotton swabs), Sut- 
ton Cosmetics 

GUTMAN ADVERTISING SERVICE 

505 Fifth Ave., Xew York 17, A r . Y. Ox- 
ford 7-3098 

Albert Gutman, C. Schiff 

Cafe Grinzing, Jack's Furniture Co. 

HAZARD ADVERTISING CO.* 

444 Madison Ave., New York 22, N. Y. 
Plaza 9-3100 

Daniel S. Heath 

American Cyanamid (Melmac dinnerware), 
Bridgeport Brass (Aerosol prods.) 

HEINEMAN, KLEINFELD, SHAW & JO- 
SEPH* (Formerly Franklin Bruck Adv. 
Corp.) 

1270 Sixth Ave., Xew York 20, N. Y. 
Circle 7-7600 

Alice Ross, radio-tv timebuyer 

Artistic Card Co. (greeting cards), Cohn- 
Hall-Marx Co. ("Contact"). Coty (cosmet- 
ics), Fashion Frocks, Rad (White Crystal 
bleach), Sitrue, Inc. (tissues) 

HICKS & GREIST* 

555 Fifth Ave., Xew York 17. X. Y. Mur- 
ray Hill 7-5600 

T. J. Grunewald, v. p. tv-radio; Vincent 
J. Daraio, timebuyer; E. Jennings, asst. 
timebuyer 

Dixie Cup Co., Walter II. Johnson Candy 
Co. (Power House candy bars), Lewyt Corp. 
(Lewyt vacuum cleaners). Sandura Co. 
(floor, wall & counter covering), Taylor- 
Reed Corp. (E-Z Pop popcorn. QT frosting, 
Cocoa Marsh) 

HILTON & RIGGIO* 

4 West 58th St., Xew York, X. Y. Plaza 
1-3900 

Maria Carayas, media dir. 

Chr. Bjelland Co. (King Oscar sardines), 
Parfnm* Evyan (perfumes), Red L Foods 



Corp. (fro/en foods). Stop & Save Trading 
Corp. (Triple S Blue Stamp'), Swanee Pa- 
per Corp. (Swanee paper prods.), Wilbur- 
Ellis (Southern Star Bonito) 

HUBER HOGE & SONS* 

699 Madison Ave., Xew York 21, V Y. 
Templeton 8-0200 

Lynn Walker 

Garden Research Labs. (RX-15 plant food. 
RX-15 Miracle Mixer, Green-Eze lawn food. 
Easymatic chemical garden kits) , Para Labs. 
Sales (Queen llelene cosmetics), United 
Safeway U'ltratone) 

HOOT, KIRK & HALLE* 

15 E. 40th St., Xew York 16, X. Y. Mur- 
ray Hill 6-3714 

Harold Kirk, D. D. Halle 

Chateau Martin, 707 Products, Goyescas 
Corp., Knickerbocker Beer (export), Kirby 
Foods, La Palermo Salad & Olive Oil, Seeco 
Distributors (phonograph-) 

BRYAN HOUSTON* 

730 Fifth Ave., Xew York 19, A*. Y. Plaza 
7-6400 

H. H. Dobberteen, v. p., media dir.; John 
Ennis and R. H. Boulware, assoc. media 
dirs.; Frances John, Richard Stevens 

Colgate-Palmolive Co. (Ajax cleanser, Cash- 
mere Bouquet cosmetics), Boulware; Col- 
gate-Palmolive Co. (Cashmere Bouquet 
soap). Ennis; lleublein (Food Div., Liquor 
Div.), Dobberteen; The Nestle Co. (Nes- 
cafe), Ennis; J. P. Stevens & Co. (News- 
week mag.), Stevens; Whitehall Pharmacal 
Co. (Drial Nasal Mist, Gardrin Inhaler), 
Boulware 

E. T. HOWARD CO.* 

341 Madison Ave., Xew York 17, X. Y. 
Plaza 3-8720 

Peter Hahn 

American Bamboo Corp., Artloom Carpets. 
Kaywoodie Pipes, Medico Pipes, Sloane- 
Delaware (floor coverings), U. S. Ply-wood 
(Weldwood glue, contact cement, Kalistron, 
Flexwood). Yello-Bole Pipes 



Timebuyers of the U. 5. 

listing will continue 
in the 70 August issue 
and will conclude listings 
for New York City 
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Announcing . . . 

SPONSOR'S FIRST ANNUAL 
TV/RADIO TRADE PAPER 

ADVERTISING AWARDS 



THE NEED: Trade paper advertising in today's television and radio industry 
is improving. But quantity is moving faster than quality. Agencies and ad- 
vertisers complain, "We don't get enough meat fro^ tr«A ads." Stations ask, 
"What do buyers want to know?" Cjn *i#Fpremise tha^ramx)le is the best teach- 
er, and to do our b^t^iii^sp^', stimuuu ^^nd reward t4P§est campa^^^^lvt 
and radtf adUktiSf^iDyustM, ^OP'^^SR inau gurat es *!fs , ^^|^aHj^^rtisi] 
awards. ^^disBhg^fllied group nj^y ag^f^jiio exec l^^esj^ aj^ lij^aJE% large- 
scale spot and n^tv^gCTj^ye^t serre TMudgeS^%PONSQK^epSfc, with 

iSTtrjkogRjdvemser/ agencv ; ^^f1^nj^r s^i ■jEvards. 

... .1*1 S 






:cepted. 



Publisher 



COMPETITION DETAILS 



Who is eligible? 

Any tv station, radio stution, network, broad- 
cast group, film synilicator, and brnudwi serv- 
ice, rep, manufacturer, producer, or supplier. 

Award Classif icntions 



tv stations *•» hou,l » fJlc 

(.roup 1 "> * Xit0 

Croup 2 $500 u, $1000 

Croup 3 t'OOO lo $1500 

Croup 4 $1500 lo $2000 

Croup K " ,,r 

radio stations 

Croup <> "» <J.»W 

Croup 7 $150 la $300 

Croup 8 $300 lo $450 

Croup 9 4*«0 l» *6«« 

Croup 10 $"00 and over 

Croup 11 network*. 

(.roup 12 gr«mp-c>M iifil stations 

Croup 13 film pj lulicutors 

(.roup 14 tv commercial producer* 

Croup 13 broadcast ».T*. ire*, reps. 



ninuufariuriTs, pradiiei-rj., pwpplicrs 
Awards 

1. First-place winner in each group is awarded 
specially-designed plaque. 

2. Promotion manager of each first-place win- 
ner is awarded a $50 government bond and 
a certificate bearing his name. 

3. Meritorious awards will be given 2nd, 3rd, 
4th. and 5th place entries in each group. 

4. Winning campaigns wit! be featured in an 
Awards Issue of SPONSOR. 

Entries 

Each entry' must consist of five or more differ- 
ent advertisements of a campaign that has been 
printed in any trade publication or publications 
during the 12 months preceding July 1957. 
Each entry niust also include (1) classification 
I which entry belongs; (2) name and address 
of entry; (3) names of general manager, pro- 
motion manager, and advertising agency; (4) 
single page summary expressing objective and 
strategy of the campaign with results, if known. 
Each station of a group-owned company may 
enter its individual campaign. All entries be- 
come the property of SPONSOR. 

Deadline 

Competition closes 15 August 1957. Winners 
will be announced in an issue of SPONSOR 
shortly after Labor Day, 1957. 

Judges 

Judges are George Abrams. vice president in 
charge of advertising, Revlon; Donald Cady, 
vice president in charge of general advertising, 
Nestle; William Dekker, vice president in 
charge of Media, McCann-Eriekson; Frank R. 
Kemp, vice president and director media, Comp- 
ton; Peter G. Levathes, vice president and di- 
rector media relations. Young & Rubicam; 
L. S. Matthews, vice president and manager 
media department. Leo Burnett: Francis Mine- 
lian. vice president and media director. SSC&B; 
Arthur Porter, vice president and media direc- 
tor, J. Walter Thompson; Rod MacDonald. vice 
president and media director, Guild. Bascom 
and Bonfigli. 

Special Contribution 

... to Broadcasters' Promotion Association: 
To encourage the aims and activity of the fast- 
growing BPA. SPONSOR will contribute $5 
tion entry. The contribution will be in the 
to this organization for each tv and radio sta- 
name of the promotion manager of the station. 



from the president of the 

BROADCASTERS'.," PROMOTION ASSOCIATION 




BROADCASTERS PROMOTION ASSOCIATION, INC. 

ChanlnBuUMitf 111 East 42ndStrttf Sc« York 17. V Y • MUrroy HlI/7-0*M 



Mr Norman Glenn. Pubtlsher 

SPONSOR 

40 Kit at 49th Street 

New York. New York 

Dear Norm 

Congratulation* on your propoacd trad< paper dwr s g -r 
for thr broadcasting industry* 

The contest you propose cannot help but hr g t 
improvement In the quality uf broad ast aJvertm ng r 
cations --by encouraging stitions an i r*-i ltd b in* e t ' i 

more < nticat ev»- at their own idv» rusing tt art * • t • 
mystery to me why so many astute st i' n oper.l rs ivt w 
little or no imagination, insplra' »n. an 1b *m 1 
Using of their own facilities lo the tr.id« Ou a m n • t n f 
broadcast advertising or campaigns In the t^ tU s h ivi tprr 
futiy few and far between, despite th«- heatt v rxp* nd t r* • m 
each year in this type of advertising 

I hardly need repeat. Norm, how delighted t m that ■vPC < 
ptans to contribute t5 00 to the Broad asters' Pr m ; n \ s 
tion for each entry received in the contest As i'resid rt f I \ 
t cajt tssure you t witt do everything possib e 'o pr'im ■ !c t * 
mum number of entries among BPA m*-mb*-r at t n« * 
the stations throughout the country T e funds denv fr 
generous contribution from SPOVOR wilt «. ab e Di \ • r v 
more and better services to its members -- d h as r 
continuing growth and usefu ness 



C or la Jy 




David E Partr die 
President 



DEP J 



orricc «t 

FrrtUtnt 

[U.hJ P. PanrMJi* 

W mm thauae 

nmajLaviaf Co . lac 

F rtt I'lra PnuJfHt 
< harlev A w.lana 
*VM a won TV 

V.-wii \'ltt PritUttu 
M wtel Ttadca 
. » IV 

llltn \( Jnfcan.cn 



cw«f cro«t 

Bruce WaDac* 

WTV.J A VWV4 JTV 

ll*r»ood V«kv 

WVI4L IV 

Hvvy C Prdrnen 

» kVtvtUI TV 

Simwl Fiber 
vataa 

Oik Oodl 
wrcTv-rv 

Vf »rv >a AaDeor<er| 
vvrnu a vvtHi. rv 

Jiv? /iRimtrauBB 
wva a vvrn-Tv 

lot 0 Mudcrny 
»»VT » tavT TV 

John M Kfyv 

• Mtrja a v»o 
tmter M. Bro«p 

IWIII 

Howard V* Mraa> 
*>«vi 

rani I Wojlaod 
WutL * »0*[ TV 
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SPONSOR 



YES! THIS IS A DRIVER'S SEAT! 



With overdrive — and power drive and "horsepower" to spare. 
From behind your media-buying desk you can sit in this driver's 
seat and cover Hometown and Rural America with the swish 
of your ball point pen. 

Hometown and Rural America is that rich, responsive market 
of more than 80 Million Americans, tuned regularly to the 957 
Keystone Broadcasting Radio station affiliates. 

In your driver's seat you can pick your route and the number of 
towns you wish to BLANKET with your sales message. 
Leave out the side roads and the backroads and the detours. 
Drive right down MAIN street via KBS ... 90 stations or 900 
. . . we'll draw your roadmap to suit the sales need 
that's pressing you most. 

Ask us to prove our story. We'll love it. 





BROADCASTING SYSTEM, inc 



TM( vOICC \ Of nOhCIOvn and 



A N t ■ I C 1 



Send for our new station list 

CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO 

111 W. Washington 



527 Madison Ave. 
ELdorado 5-3720 



3142 Wilshire Blvd. 
DUnkirk 3-2910 



57 Post St. 
SUIter 1-7440 



a minute or a lull hour— it's 



Sta 2-8900 

• TAKE YOUR CHOICE. A handful of stations or the network . . 
up to you, your needs. 

• MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network 
coverage for less than some "spot" costs. 

• ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best 
time and place are chosen for you. 
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TV BASICS/ august 



2ah*o.%sOII*» lenlli 'IS l!;i>io sftiiou complete* the third series 
of how competing client?, compare in network Autw ralni}**. In- 
dustry categoric* entered tins month include; food and gunny 
prod ut'ls, gasoline and oil. cleansers and p<dixlie-, laundry 
products, household appliance*, general lmn~eliold product* and 
toluicco. The alphabetical program index of all uelvxork show* 
includes information on sponsors, show costs, and agencies. 
The Tv Comi)aragrai)h features daytime and nighttime line-ups 
of the three networks with sponsorship information. Neiwork 
program profile gives a SI'ONMJIt index of average show co.-ts 
for eight show type* together with a breakdown of the number 
of each show I\ pe currently running. Abo included i* a 
breakdown of film \s. live hours in sponsored neiwork lime. 



I'rogrum profile prm ides costs, 
sponsored hours data . . . »cc below 



ho/ex of netuorh l\ sponsors Inn 
$hoiv ratings page 48 



Alphabetical index of all slums 
inchtilcs cost data . . . pogc 51 



Com paragraph gives day-by-day 
chart of all net shou s . . . pogc 52 



1. NETWORK PROGRAM PROFILE 

AVERAGE COST OF SPONSORED PROGRAMING BY TYPES 



Cost Number 


Cost Number 


Cost Number 


Cost Number 


Hour drama 
$63,111 9 


Half-hour drama 
$25,382 17 


Situation comedy 
$26,634 15 


Hour comedy-\ arielv 
$59,499 8 


Half-hour comedy-var. 
$39,850 5 


Half-hour adventure 
$29,998 12 


Quiz 

$25,274 1 1 


Daytime serials 
$10,429* 7 



•Per week of fl*e quarter hour slinks; o«her programs art> once y an 1 it\ all nlfh Urae »Kcws 



NUMBER OF SPONSORED HOURS: LIVE AND FILM* 



Daytime 



Nighttime 



Network 


Sponsored 
hours 


% live 


% film 


ABCf 


3.0 


0.0 


100.0 


CBSt 


25.0 


92.0 


8.0 


NBC 


19.5 


85.9 


14.1 1 



Network 


Sponsored 
hours 


°o live 


°'o film 


ABCf 


15.0 


33.3 


66.7 


CBS 


24.7 


49.0 


51.0 


NBC 


19.7 


51.9 


43.1 



Tor week of 2S July -3 ^ucust. tEx uJln< pnrllelpi! Ion shows. 
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2. HOW COMPETING CLIENTS COMPARE 



Third scries of ratings by major 
clients and brands is completed here 



Designed to aid advertisers in making quick comparisons 
between their show ratings and those of competitors, this 
regular TV Basics feature runs in two parts. Data is based 
on material supplied by Broadcast Advertisers Reports, 
monitored ofT-the-air by tape recordings, plus weighted 
Pulse multi-market ratings. Industry categories here in- 
clude food and grocery products, laundry products and 
tobacco. The next list will appear in 31 August TV Basics 



Industries covered here include food, grocery, laundry, tobacco products 



Food and Grocery Products 

American Dairy 

Disneyland; ABO; W-X; dairy prod- 
ucts 25.4 

American Home Product!? 

Love Of Life; OBS; M.F-D; Chef 

Boy-Ar-IVe products ... 9.7 

Armour 

Mickey Mouse Club; ABC; Tu,W-D; 

Dash dog food, Star meat products 18.0 

I$e>t Food* 

Galen Drake; ABC; Sa-X; Kucoa mar- 
garine, Skippy peanut butter . . 4.3 

Garry .Moore; CBS; Tu-D; Hellmanns 

mavonnaise 8.6 

Yooi Asked For It; ABC; Su-X; Xucoa 
margarine, Skippy peanut butter 9.4 

Borden 

Furv; XBC; Sa-D; dairy products- . 11.5 
Queen For A Day; XBC; F-D; chilled 

biscuits, processed milk products . 11.2 

California Packing 

Garry .Moore; CBS; F-D; Del Monte 

food products - 8.6 

Campbell Soup 

House Tarty; CBS; M-D; France- 
American food products 9.6 

Lassie; CBS; Su-X; canned soups, 
Y-S vegetable juice . _ 22.8 

Garry Moore; CBS; M-D; Franco- 
American food products, frozen 
soups — . 8.6 

On Trial; XBC; F-X; canned soups 19.4 

Carnation 

Burns & Allen; CBS; M-X; processed 
milk products . 28.9 

Continental Baking 

Howdy Doody; XBC; Sa-D; baked 
gocds 8.4 

Corn Product* Refining 

It Could Be You; XBC; W-D ; Mazola 

oil . ... 5.5 

Matinee Theatre; XBC; W-D; Xiag- 

ara starch _.. . .. 7.2 

Modern Romances; XBC; W-D: Ma- 
zola oil 8.6 

Queen For A Dav; XBC; W-D; Ma- 
zola oil 11.2 

Derby Food* 

Disneyland; ABC; W-X; Peter Pan 

peanut butter . 25.4 

Genera! Food- 
Bengal Lancers; XBC; Su-X; Jell-O 

desserts & pie fillings, minute rice 8.8 
Captain Kangaroo; CBS; Sa-D; Kool 

shake mix 9.6 

December Bride; CBS; M-X; Maxwell 

House instant coffee, minute rice, 

Swans Down baking mixes . 27.8 

Fury; XBC; Sa-D; Post dry cereals 11.5 
Arthur Godfrey; CBS; Th-D; Gocd 

Seasons salad dressing mix 9.8 



I Love Lucy; CBS; M-X; Sanka in- 
stant coffee .._ 36.1 

Mickey Mouse Club; ABC; Th,F-D; 
Kool-Aid beverage mix . . 18.0 

Mighty Mouse; CBS; Sa-D; Post dry 
cereals 14.7 

Roy Rogers; XBC; Su-X; Baker's in- 
stant chocolate mix. Kool-Aid bev- 
erage mix. Maxwell House regular 
coffee, Post drv cereals ... 12.7 

Tales of Wells Fargo; XBC; M-X; 
Sanka regular coffee 18.4 

West Point Story; CBS ; F-X; Max- 
well House regular coffee, Post dry 
cereals 19.2 

Zane Grey; CBS; F-X; Maxwell 
House instant coffee 20.2 

General Mills 

Bob Crosby; CBS; W.F-D; Betty 
Crocker baking mixes, Bisquick _ 8.4 

Wvatt Earp; ABC; Tu-X; dry cereals, 

Gold Medal flour . ._ 23.8 

Giant Step; CBS; W-X; Betty Crock- 
er baking mixes, drv cereals, Gold 
Medal flour _ 10.9 

Lone Ranger; CBS; Sa-D; drv cereals 12.2 

Mickey Mouse Club; ABC; Tu-F-D; 

drv cereals 18.0 

Texas Rangers; CBS; Sa-D; dry 
cereals 13.1 

Valiant Lady; CBS; W,F-D; Bisquick, 

Gold Medal flour . ... 9.3 

Gerber Products* 

Captain Kangaroo; CBS; M-D; baby 

& junior fends _ 9.6 

Bob Crosby; CBS; M-D; baby & jun- 
ior foods 8.4 

Gordon Baking 

Kukla. Fran & Ollie; ABC; M-F-X; 
Silver Cup bread _ 

Ilartz Mountain 

Captain Kangaroo; CBS, Sa-D; bird 
foods & supplies 

Circus Time; ABC; Th-X; bird focds 
& supplies, pet foods 



II. J. Heinz 

Captain Gallant; XBC; Sa-D; food 
products 

Kellogg 

Arthur Godfrey; CBS; Tu-Th-D; dry 

cereals 

Arthur Godfrey; CBS; W-X; dry 

cereals _. _ 

House Party; CBS; Tu.Th-D; Gro- 

Pup dog food, drv cereals 

Xarr.e That Tune; CBS; Tu-X; dry 

cereals 

Wild Bill Hickock; CBS; Su-D; dry 

cereals . ._ 

Kimberly-Clark 

Danny Thomas; ABC; Th-X; Delsey 
tissues, Kleenex paper products. .. 

I.e\cr Br«.». 

Godfrey's Talent Scouts; CBS; M-X; 

l.ipton soup mixes, Lipton tea 

House Party; CBS; W.F-D: Gocd 

Luck margarine . ... 

Garry Moore; CBS; W.F-D; Good 



6.4 

10.9 
8.2 

8.0 

9.8 
21.0 

9.6 
17.3 
10.3 

11.7 

28.3 
9.6 



Luck margarine 8.6 

Sir Lancelot; XBC; M-X; Good Luck 

margarine 15.0 

Video Theatre; XBC; Th-X; Imperial 

margarine . _. 18.2 

National Biscuit 

Rin Tin Tin; ABC; F-X; Xabisco dry 

cereals . 17.5 

.National Dairy 

Comedy Time; XBC; Th-D; Kraft 

cheeses, orange drink _ - . 7.3 

Kraft Theatre; XBC; W-X; Kraft 

cheeses, salad dressings & spreads.. 23.1 

Matinee Theatre; XBC; Th-D: Kraft 
oil, mayonnaise . . . .. 7.2 

Modern Romances; XBC; Th-D; 
Kraft cheeses, jellies & preserves, 

marshmallows 8.6 

Tic Tac Dough; XBC; Th-D; Kraft 
cheeses, mayonnaise, salad dress- 
ings & spreads . . 5.9 

Nei-tle 

Blondie; XBC; F-X; Decaf instant 

coffee ... . _ 17.6 

Lone Ranger; CBS; Sa-D; Quik choc- 
olate mix . 12.2 

Oh Susanna; CBS; Sa-X; Xescafe in- 
stant coffee _ 19.7 

Pet Milk 

George Gobel; XBC; Sa-X; processed 

milk products _ _ 21.4 

Red Skelton; CBS; Tu-X; processed 

milk products . 25.4 

PilM.urv Mill- 
Arthur Godfrey; CBS; Tu,Th-D; bak- 
ing mixes. Best flour, chilled rolls 

& biscuits & icebox cookies 9.8 
Arthur Godfrey; CBS; W-X; baking 

mixes 21.0 

House Party; CBS; Tu-Th-D; baking 
mixes. Best flour, chilled rolls & 
biscuits & icebox cookies, pancake 

mixes ... 9.6 

Mickey Mouse Club; ABC; Th-D; bak- 
ing mixes _._ 18.0 

Procter & Gamble 

Brighter Day; CBS; Tu-Th-D; Crisco 

shortening 7.2 

I Love Lucy; CBS; M-X: Fluffo 

shortening . 36,1 

Quaker Oat* 

Caesar's Hour; XBC; Sa-X; Aunt Je- 
mima mixes. Puss 'n Boots cat food 23.4 
Xews; XBC; Tu-X; Ken-L dog fcods_ 10.0 
Sgt. Preston; CBS; Th-X; Aunt Jemi- 
ma mixes, dry cereals __. .. ... 14.5 

Babtoii-l'nrina 

Big Storv; XBC; F-X; Purina dog 

chow _ 21.7 

Bold Journev; ABC; Th-X; drv cere- 
als, Ry-Krisp ._ 7.4 

Scott Paper 

Father Knows Best; XBC: W-X; Cut- 
Rite waxed paper, Scotkins. Scot- 
lies — . - 22.0 

Arthur Godfrey; CBS; Th-D; Sect- 
kins, Scolties . 9.8 



Data ab'fW- and on page .>n are based on Broadcast Advertisers Reports for the week ending 
10 May M >re draiU-d data, such as length and placement of commercials, can be found 
In BAR report? themselves. Xot Included here are buys hi participation shows, such as 
NBC's "Today " Ratings are based on a Pulse 23-market weighted average material for the 



week ending S May. All ratings are averages fur the week. eg . ratings for segmented s!> 
do not necessarily show the audience for the actual segment sponsored by the client- All tl 
purchased by advertisers follows name of network: "X" means night, "D" means day. days 
week are abbreviated. For exact time of show, see Comparagraph Itself. 
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2.000.000 + 




. . . different each survey, different all year 



Pulse rings doorbells, intert iews families right in their 
homes. The one-and-onh method used br Pulse since 1941 
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2. HOW COMPETING CLIENTS COMPARE continued 



Standard Brand* 

Artli.i (J oil I' rev; CBS; M-D; Blue 
1, m iet margarine, Hunt Club dog 
," ml, Huval desserts & pie fillings 

II use Partv, CHS. M-D; Chase & 
.■-.inborn instant coffee. Tender Leaf 

Queen Kir A Day; NBC; Tu-D; Blue 
Hum, ft margarine. Cliase & San- 
l.i.rn instant coffee, Royal desserts 
A; pie fillings. Tender Leaf tea 

Ttnness.e Ernie: NIK"; Tu-I>. Blue 
Bonnet margarine. Chase & San- 
born instant toffee. Royal desserts 
& pi, fillings. Tender Leaf tea 

Valiant Latlv: CBS; .M-D; Blue Bon- 
net margarine, Chase & Sanborn 
instant coffee 

Sterling Drug 

Mcdern Romances; NBC; F-D; iron- 

izecl yeast 
True Story; NBC; Sa-D; ironized 

yeast -- - 

*>inilvi*l Grovcr* 

Queen For A Day; NBC; Th-D; citrus 
fruits 



F-D; Bard dog 
W-N; Premium 
F-D; baby foods, 



Swift 

Bob Crosby; CBS; 
food . .. 

Disneyland; ABC; 
frozen meats 

House Party; CHS: 
Premium meats 

Lone Ranger; A PC; Th-N; canned 
meats, Premium frozen meats, Pre- 
mium meats 

Garry Moore; CBS; F-D; canned 
meats, Pard dog food 

Welch Grape Juice 

Comedy Time; NBC; Th-D; grape 
products 

It Could Be You; NBC; Th-D; grape 
products 

\Vc.»*on Oil JL' Snowdrift Sales 

Cometlv Time; .NBC; M-D; Wesson oil 
Bob Crosby; CBS; Tu-D; Wesson oil 
Matinee Theatre; NBC; M-D; Wesson 

oil ....... 

Valiant Ladv; CBS ; Tu-D; Wesson 

oil 

America ii Home Products 

Love Of Life; CBS; Tu,W-D; Free- 
zone 

American Oil 

Person to Person; CBS; F-N; 
gasoline 



A mo eo 



Gulf Oil 

Life of Riley; NBC; F-N; gasoline 

Cleansers, Polishers 

American Home Products 

Douglas. Edwards; CBS; Tu,Th-N: 
Aerowax, Easy Off oven cleaner 

It Could Be You; NBC; M.F-D; Aero- 
wax _ 

Love Of Life; CBS; Tu,Th-D; Aero- 
wax . 

Queen For a Day; NBC; F-D; Aero- 
wax, Easv off even cleaner 

Secret Storm; CBS; M-F-D; Aerowax, 
Easy Off oven cleaner 

B. T. Babbitt 

Caesar's Hour; NBC; Sa-N; Bab-O 
cleanser 



9.8 
9.6 

11.2 

5.7 
9.3 

8.6 
6.0 

11.2 

8.4 
25.4 
9.6 

14.2 
8.6 

7.3 
5.5 

7.3 
8.4 

7.2 

9.3 

9.7 

29.0 
21.5 



Brillo Manufacturing 

It Could Be You; NBC; Th,F-D; 

scouring pads 
Matinee Theatre; NBC; F-D; scouring 

pads 

Cidgate-PalmolKc 

Big Payoff; CBS; M,Tu,F-D; Ajax 
cleanser . _ 

Strike It Rich: CBS; M-F; Ajax 
cleanser 



Draekell 

Steve Allen; NBC; 
glass cleaner 



Su-N; Windex 



Gold Se al 

Perry Como; NBC 



Sa-N; Glass Wax 



S. C. Jnbu*oii & Son 

Red Skelton; CBS ; Tu-N; waxes & 
polishes 

Robert Montgomery; NBC; M-N; 
waxes <& polishes 



Procter «S Gamble 

As The Wrrld Turns; CBS; M-F-D; 

Comet cleanser . . 

"MB of Nignt; CBS; M-F-D; Comet 



10.6 
5.5 
9.7 

11.2 
7.2 

23.4 

5.5 
7.2 

8.3 
8.4 

27.1 
35.7 

25.4 
18.8 

7.8 



cleanser. Spic <& Span cleaner 8.0 
Search For Tomorrow; CBS; M-F-D; 

Spic & Span cleaner 10.5 

Siinoniz 

Arthur Godfrey; CBS; W-D; waxes & 

polishes ■ 9.8 

House Party; CBS; waxes & polishes 9.6 

S O S 

Mickey .Mouse Club; ABC; W-D; 

scouring pads 18.0 
Garry Moore; CBS; F-D; scouring 

pads - 8 - 6 

Sterling Drug 

Modern Romances; NBC; M.F-D; En- 

ergine cleaning fluids ... .. 8.6 

True Story; NBC; Sa-D; Energine 

cleaning fluids 6.0 

Laundry Products 

Armour 

George Gohel; NBC; Sa-N; Liquid 

Chiffon detergent 21.4 

B. T. Babbitt 

Today; NBC; Th-D; Glim detergent 3.7 

Cnlgate-Palnndive 

Big Payoff; CBS; M-F-D; Ad, Fab, 

Vel detergents, Liquid Vel 8.3 

Strike It Rich; CBS; M-F-D; Ad, Fab, 

Vel detergents, Liquid Vel 8.4 

Corn Product.* Refining 

Matinee Theatre; NBC; W-D; Nu- 
Soft fabric softener 7.2 

Modern Romances; NBC; W-D; Nu- 

Soft fabric softener 8.6 

It Could Be You; NBC; W.F-D; Nu- 

Soft fabric softener 5.5 



NBC; Sa-N; Snowy 



Gold Seal 

Perry Como; 
bleach 

Loot Bro*. 

Comedy Time; NBC; W-D; Rinso 

House Party; CBS; W,F-D; Lux Liq- 
uid, Rinso . 

Garry Moore; CBS; W.F-D; Lux Liq- 
uid. Rinso _ _ 

On Trial; NBC; F-N; Lux Liquid, 
Rinso - 

Price Is Right; NBC; F-D; Lux Liq- 
uid, Wisk _ — 

Sir Lancelot; NBC; M-N; Lux Liquid 

Truth Or Consequences; NBC; W,F- 
D; Lux Liquid. Wisk 

Video Theatre; NBC; Th-N; Wisk 

Procter & Gamble 

As The World Turns; CBS: M-F-D; 

Ivorv Snow, Oxvdol 

Brighter Dav; CBS; M-F-D, Cheer .._ 
Bob Crosby; CBS; Th-D; Ivorv flakes 
Edge Of S'ight; CBS; M-F-D; Dreft, 

Tide . _ 

Guiding Light; CBS; M-F-D; Blue 

Dot Duz 

Hey Jeannie; CBS; Sa-N; Dash 

It Could Be You; NBC; M,Tu,F-D; 

O.wtlol - 

Lineup; CBS; F-N; Cheer 

Matinee Theatre; NBC; M-F-D; Tide 
Queen For A Dav; NBC; M-F-D; 

Dash, Dreft 

Search For Tomorrow, CBS; M.Tu, 

Th.F- 1 ); Jcv 

Phil Silvers; CBS: Tu-N; Jov 

Tic Tac Dough; NBC; M-F-D; Dreft 
Loretta Young; NBC; Su-N; Tide .. 



35.7 



7.3 



9.6 

8.6 

19.4 

5.5 
15.0 

6.0 
18.2 



7.8 
7.2 
8.4 

8.0 

10.7 
19.9 

5.5 
26.6 
7.2 

11.2 

10.5 
25.0 
5.9 
20.6 



Pnrex 

Arthur Murray Party 
Beads-' >-Bleach _.. 



NBC; Tu-N; 



Appliances 

General Electric 

Broken Arrow; ABC; Tu-N; G E ma- 
jor appliances . 

Cheyenne: ABC; Tu-N; GE small ap- 
pliances _. 

IIoo\ er 

Garry Moore; CBS; 
cleaners 



Tu-D; vacuum 



Radio Corp. of America 

Perry Come.; NBC; Sa-N; Whirlpool 

major appliances 
Matinee Theatre; NBC; M.F-D; 

Whirlpool major appliances . 

Sunbeam 

Perry Como; NBC; Sa-N; small ap- 
pliances 

Syhania Electric Product* 

The Buccaneers; CBS; Sa-N; major & 
small appliances . 



13.3 



18.6 
21.0 

8.6 

35.7 
7.2 

35.7 



\Vc.*linghou*e 

Studio One; CBS; M-N; major & small 
appliances ... . . . 23.S 

Household, General 



American Home Product* 

Love Of Life; CBS; W.F-D; Sani- 

Flush, Wizard Wick deodorizer 
Queen For A Day; NBC; F-D; Sani- 

Flush, Wizard Spring Bouquet & 

Pine Scent 
Secret Storm; CBS; M.Tu, Th-D; Sani- 

Flush. Wizard Spring Bouquet & 

Pine Scent 

Best Foods 

Bob Crosby; CBS; Tu-D; Shinola shoe 
polish _ 

Carry Moore; CBS; Tu-D; Bit tints 
& dyes ... ... 



Colgale-Palinolhe 

Strike It Rich; CBS; 
Aerosol . ... 



F-D; Flcrient 



Dixie Cup 

Queen For A Day; NBC; W-D; paper 

cups & plates 
Tennessee Ernie; NBC; W-D; paper 

cups & plates _ 



General Electric 

Cheyenne; ABC; Tu-N; light bulbs 

Johnson & JoIin»on 

Robin Hood; CBS; M-N; Band-Aids 

Kaiser Aluminum & Cbemical 

Kaiser Hour; NBC: Tu-N; broiler foil 

Minnesota Mining «£• Mfg. 

Mickey Mouse Club; ABC: M.Th-D; 

scotch tapes 
Queen For A Day; NBC; Th-D; 

scotch tapes . . . .. 

Tic Tac Dough; NBC; Th-D; scotch 

tapes 

Park &■ Tilfurd 

Masquerade Party; NBC: W-N; Tin- 
tex tints & dyes 

Reynold* Metal* 

Circus Boy; NBC; Su-N; aluminum 
packaging; Reynolds wrap . ..... 

Sylvan ia Electric Product* 

The Buccaneers; CBS; Sa-N; electric 
light bulbs _ _ 

Vesliiiglionse 

Studio One; CBS; M-N; light bulbs 

Tobacco 

American Tobacco 

Jack Benny; CBS; Su-N; Filter Tip 

Tarevton, Luckv Strike ... . 26.4 
Big Storv; NBC: F-N: Pall Mall ... .. 21.7 
Navv Log; ABC; W-N; Pall Mall . 16.8 
Tales of Wells Fargo; NBC; M-N 

Pall Mall . ... 18.4 

Your Hit Parade; NBC; Sa-N; Filter 

Tip Tarevton, Lucky Strike 24.0 

Brown «£" Williamson 

Douglas Edwards; CBS; M-F-N; Vice- 

rov - - . 10.6 
It Could Be You; NBC; W-D; Raleigh 5.5 
Lineup; CBS; F-N; Viceroy 26.6 
Queen For A Dav; NBC; M-D: Raleigh 11.2 
Tennessee Ernie; NBC; M.W-D; Ral- 
eigh ... 5.7 

General Cigar 

John Daly; ABC; M-W-N; cigars 

Liggett & Myers 

Dragnet: NBC; Th-N; Chesterfield 
Gunsmoke; CBS: Sa-N; L & M 
Spike Jones; CBS: Tu-N; h & M 
Panic; NBC; Tu-N; Chesterfield 



9.7 
11.2 
7,2 

8.4 
S.6 

8.4 

11.2 
5.7 

21.0 
21.5 
19.3 ' 

18.0 
11.2 
5.9' 

12.5 

15.7 

14.6 
23.9 



23.2 
28.1 
14.3 
18.8 



14.6 



P. Lorillard 

Jackie Gleason; CBS; Sa-N; Old 

Gold - 24.6 

$64,000 Challenge: CBS; Su-N; Kent 25.3 

PL dip Morris 

Playhouse 90; CBS; Th-N: Marlboro 31.2 
Mike Wallace; ABC; Su-N: Philip 
Morris -- .- 10J. 

R. J. Reynold* 

Bob Cuminings; CBS, Th-N; Winston 23.2 
I've Got A Secret; CBS; W-N; Salem, 

Winston .. - - 26.0 

Mr. Adams & Eve; CBS; F-N; Camel 20.9 

People Are Funnv; NBC: Sa-N; Salein 20.2 

Phil Silvers; CBS; Tu-N': Camel . 25.0 

Wire Service; ABC; M-N: Camel 9.4 
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3. ALPHABETICAL PROGRAM INDEX 

Sponsored Nighttime Network Programs 6-11 p.m. 



PROGRAM 



lion Tonight: My-F 
venture Theatre: A-F 
last 8/31) 
'in Allen Show: V-L 



$12,500 
9.750 

63.000 

23.000 
3.000 
IB. 000 
9.500 

37,500 

B.000 
32,000 

31,000 
24,000 
33,000 
35.000 
90,000 
34,000 
55.000 
90.000 
3B.000 



1 ijteur Hour: V-L 
jj | Barber's Comer: Sp-L 
it the Clock: Q-L 
Moment: Dr-F 

ndie: Sc-F 

ii 

d Journey: A-F 
Bowie: A-F 

Len Arrow: A-F 

caneers: A-F 
i: ns & Allen : Sc-F 
jj tkade of Sports: Sp-L 

ytnne: A-F 
j.j us Boy: A-F 

-ax: Dr-L 

flict: Dr-F 

ph Cotten Show: Dr-F 
ntry Music Jubilee: Sc-F 1B.000 



sroads: Dr-F 
;ul Cummings Show: Sc-F 

ij Damone Show: V-L 

J -With the Angels: Sc-F 
'<} ay Dean : Mu-L 

I my: Ul-F 
,1 eyland: M-F 

I^iet: My-F 

■ ny Durante: C-L 

fit Earp: A-F 

|; Edwards News: N-L&F 

>re Theatre: Dr-F 

les Farrell: Sc-F 
tr Knows Best: Sc-F 
val of Stars: Dr-F 
Theatre: Dr-F 
i Theatre: Dr-F 

trey's Scouts: V-L 
Graham: Au-L 
_ moke: A-F 

(•Low: Q-L 
icock Presents: My-F 
' n Hood: A-F 

iot a Secret: Q-L 

* Jones: Mu-L 

J ft Tv Theatre: Dr-L 

f Club Playhouse: Dr-F 

la. Fran & Ollie: J-L 

I '29 start) 

'J us LaRosa: V-L 

le: A-L 

!'■ of Riley: Sc-F 

Ranger: A-F 
" Video Theatre: Dr-L 



V.querade Party: Q-L 



COST SPONSORS AND AGENCIES 

Amcr Tobacco. SSC&B; Jit wks open 

Amcr Tobacco, BBDO, all Warner 
Lambert, SSC&B 

S. C. lohnson, Ncedham, Louis & 
Brorby. Pharmaerafl, )WT; Crcy 
hound, Crcy 
Hazel Bishop. Spcctor 

State Farm Ins, NLB 

Hazel Bishop, Spcctor; alt wk open 

Amcr Tobacco. SSC&B (last B 301 ; 
Ralston Purina, Gardner 

Nestle, B. Houston; Toni, Tatham- 

Laird, C. E. Frank 
Ralston Purina, CBB 

Amcr Chicle, Bates; Chescbrough- 

Ponds, Mc-E 
Miles, Wade; Asso Products, Crey 
Sylvania, JWT 

Carnation, Wasey; Coodrich, BBDO 
Cillctte, Maxon 
Cen Elect, Y&R, BBDO & Crey 
Reynolds Alum, Clinton E. Frank, 
Chrysler, Mc-E 

Chesebrough-Ponds, IWT & Mc-E 

Campbell Soup, BBDO (last 8 30); 

Lever Bros, BBDO; alt wks open 
Amcr Chicle, Bates; Williamson- 
Dickie, Evans (alt wks 10-10:30); 
eo-op 10:30-11 
31,000 Chevrolet, Camp-Ewald 

36,000 R. J. Reynolds. Esty 

25,000 Kellogg. Burnett; alt Oldsmobilc, D. 

l )r) P. Brother; l.j hr open 

3B.000 Plymouth, Crant 

20,000 H. Bishop, Spector 

13,000 Cen Foods, B&B; Ford, JWT 

75.000 Amer. Motors, BFSD & Ceyer; Amer. 

Dairy, Camp-Mithun: Derby, McE 

35,000 L&M, Mc-E; Schick, W&L 

18,000 P. Lorillard. L&N 

30,000 Cen Mills, DFS; P&C, Compton 

9,500tt Whitehall, Bates; Brown & Wmson, 
Bates; Hazel Bishop, Spector 

11,000 Quaker Oats. Needham, Louis & Bror- 

by; Armour, FC&B 

11,000 Whitehall, Bates; Lever, JWT 

38,000 Seott Paper, JWT 

11,000 Purex, E. H. Weiss; Speidcl, NC&K 

36,000 Ford, JWT 

45,000 Cen Elect, BBDO 

2B.000 Lipton, Y&R; Toni, North 

B. Graham Evangelistic Asso. 

38 000 L&M, DFS; Spcrry Rand (1 wk in 4), 

Y&R 

12,000 ford. JWT 

34,000 Bristol-Myers, Y&R 

28 000 Johnson & Johnson, Y&R; Wildroot, 

BBDO 

24,000 R- I- Reynolds, Esty 

35,000 L&M, DFS 

34,000 Kraft, JWT 

9,500 Mogen David, Weiss 

Cordon Baking. Ayer; & co-op 

10B.000 Cold Seal. North: S&H Stamps. SSCB 

(last B 31); Noxzcma. SSCB; Sun- 
beam, Perrin-Paus; RCA & Whirl- 
pool, K&E; Kimberly Clark, FCB 
34,000 Campbell Soup, BBDO 

32,000 Lever Bros, BBDO 

24.000 Cen Mills, DFS; Swift, Mc-E 

43.000 Lever Bros, IWT 

22,000 Asso Products, Crey; (last 8 28); 

Max Factor IB B only), Andcrson- 
McConncll 



PROGRAM 


COST 


SPONSORS AND AGENCIES 


Men Mcf.raw: My \ F 


33.000 


P&C. Benlon & Bowles 


Meet the Press: I L 


7.500 


Open 


Millionaire: Dr-F 


32,000 


Colgate, Bates 


Mr. Adams & Eve: Sc F 


41,000 


Colgate, L&N; R. J. Reynolds, Eily 


'Arthur Murray I'arty: V-L 


• • 


Bristol-Myers. Y&R 


My Favorite Husband: ^c F 


10.500 


Amcr Tobaceo. BBDO 


Name that Tune: Q-L 


23,000 


Kellogg, Burnett; Whitehall, Bites 


Navy Log: Dr-F 


32.000 


Amer Tobacco, SSCB; U.S. Rubber, 




r. u. Kicnaros 


NBC News: X L 


9.500tt 


American Can. Compton 'last 8 26); 
Miles. Wade; 3 days, 1 alt day 
open 


Qztie & Harriet: Sc-F 


36.000 


Eastman Kodak, JWT 


Panic: Dr-F 


36.000 


L&M, Mc-E; Max Faetor, DDB 


I '.'I ntfiiii i nit 1 (1 in/* f ) ■ 1 

1 tlllll'HllllK ' ( 'UI* . »^ I ■* 


B.000 


Amcr Oil J Kjtz* H Jmm C 3 rnp - 




Mithun; Time-Life, Y&R 


People Arc Funny: M-F 


24,000 


R J Reynolds, Esty; Toni, North 


People's Choice: Sc-F 


34.000 


Borden, Y&R; P&C, Y&R 


Playhouse 90: Dr-L&F 


117,000 


Amer Cas. L&N; Bristol-Myers, BBDO; 
Philip Morns Burnett 


I *rf*Q^ t ( >n f v rrnrr* • T - 1 

■ 1 1 \—* ".'III V 1 V- X 1 v v ■ 1 1 « 


B.500 


Corn Prod. C. L. Miller 


Ua-t 7/15) 






^ 1 1 1 1 vi" l*/»r A ^iiiiinii't* 
1 ''I * \ - IIIllllM I 


l n inn 

1 U , J uu 


A me>r TnhiAAn R R 


I 1 VHDinrr • I ) r. r 

Ij • Clllllp i I'l l 


alt wks) 




i nvdie occrciary. oc-r 


36.000 


Lever, OB&M; Shcaffcr, Seeds 


l( lehorJ 1 li n mrm/l * \ 1 ■ f A Ii 

ixuiidru iJiunionu . *>ij**\-i 


13.500 


Cen Foods. B&B 


l\ t n T* i n 'I* i n • A I* 1 

mil i in iiii. ./ \*r 


32.000 


Nabisco, K&E 




15.000 


Pabst. Burnett 


Theatre: My-F 






Schlitx Playhouse: Dr-F 


36,000 


c.Li:i_ hi/t 

Schhtz, JWT 


£>ho\v h or \ *^uinnif*r i*v**ninp t 


1 0,500 


HmCl 1 ODdCCO, DDUU 


Dr-F 


alt wks) 




Phil Silvers Show: Sc-F 


41 ,000 




cgt. i reston : A-r 


32,000 


Quaker Oats, WBT 


564,000 Challenge: Q-L 


32,000 


P. Lorillard, Y&R; Revlon, BBDO 


$64,000 Question: Q-L 


32,000 


Revlon, BBDO 


Spotlight Playhouse: A-F 


9,500 


Pet Milk, Cardner; alt S. C. Johnson; 
FCB 


S.R.O. Playhouse: Dr-F 


11,500 


Whitehall, Bates; Helene Curtis, Lud- 


Gale Storm Show: Sc-F 


39,500 


gin 

Nestle, B. Houston; Helene Curtis, 
E. H. Weiss 


Studio One Summer Theatre: 


55,000 


Westinghouse, Mc-E 


Dr-L 





Ed Sullivan Show: V-L 69,000 

Summer Playhouse: Dr-F 10,500 

(alt wks) 

Sunday News Special: N-L 9,500 

Telephone Time: Dr-F 31,000 

Theatre Time: Dr-F 12,000 

This Is Your Life: D-L 52,000 

Those Whiting Girls: Se-F 11.000 

To Tell The Truth: Q-L 22,000 

♦TV Playhouse: Dr-L 52,000 

20th Century Fox: Dr-F 1 10,000 

Twenty-One: Q-L 30,000 

Undercurrent: Dr-F 11,500 

U.S. Steel Hour: Dr-L 5B.000 

Mike Wallace: I-L 15,000 

The Web: My-F 17,000 

Wednesday Fights: Sp-L 45,000 

Lawrence Welk: Mu-L 14,500 

Welk Top Tunes: V-L 16,500 

West Point: Dr-F 40,000 

What's My Line: Q-L 28,000 

Jonathan Winters: C-L 12.500 

Wire Service: Dr-F 77.000 

You Are There: Dr-F 37.000 
You Asked For It: M-F 

You Bet Your Life: Q-F 51.750 



Lincoln-Mercury, K&E 
Armstrong Cork. BBDO 

Whitehall, Bates; alt Carter Prod- 
ucts, Bates 
Bell, Ayer 

Armour, FCB; Kimberly-Clark FCB 
P&C. B&B 

Cen Foods. Y&R; alt Max Factor, An- 

derson-McConnell 
Pharmaceuticals, Kletter 

Aleoa. Y&R; Coodyear Fuller Smith 

& Ross 
Revlon, C. I. LaRoehe 

Pharmaceuticals, Kletter 

P&C, Y&R; Brown & Wm'son, Bates 

U.S. Steel. BBDO 

Philip Morris, Ayer 

P&C. B&B 

Mennen, Mc-E; Miles, Wade 
D*dgc. Crant 

Dodge & Plymouth, Crant 
Cen Foods, B&B 

Helene Curtis, Ludgin; Spcrry-Rand, 
Y&R 

Lewis-Howe, DFS 

R. J. Reynolds. Wm Esty; hr open 
Prudential, Reach, McClinton 
Skippy Peanut Butter, CBB 
DeSoto. BBDO: Toni, North 



Kt show, (L) Live, (F) Film, ttCost is per segment. List does not include 
psining, participating or co-op programs — see chart. Costs refer to average show 
*« including talent and production. They are gross (include 15°o agency com- 
V'sn). They do not include commercials or time charges. This list eovers period 



J 



3-30 Ausu>t, in liiti. 'r * ti tvj»>s .u< inii- alt ii a? fo o« - A Adv. ntjre, 
(Au) Audience Parn ipatim. C) -Comedy. D1 Documentary. T>t) Drama, (I) 
Interview, J Juven le. M Misc , Ma) Music, My) Mystery N Xews, (Q) 
Quiz, (S) Serial. S'tuai'on Comedy. (Sp) Pports. (V) Variety. 

"Talent and pr^xl li n iy>t? are carritxi by A Murray. 

Listing continues on page 52 



4. NIGHTTIME 



C O 




P A I 



ABC 



SUNDAY 

CBS NBC 



MONDAY 

ABC CBS NBC 



ABC 



TUESDAY 

CBS 



NBC 



The Last Word 
tun 



You Arc There 
Prudential 



Meet The Press 

SUBt 



Cowboy Theatre 
gust 

, (6:30 7:30) 



D Edwards 

Brown & Wmson 



No net service 



D Edwards 

Whitehall 



pou Asked for It 
sklppy Peanut 
Butter 



Lassie 
Campbell Soup 



Cowboy Theatre 

sust 



Kukla, Fran 
& Ollic 

Cordon Bkng-co-op : 



John 



Hollywood 
Film Theatre 
partlc 
(7:30-9) 



My Favorite 
Husband 

Amor Tobacco 



Daly 
sust 



News 



N o net servi ce 

D Edwards 

Brown & Wmson 



Kukla, Fran 
& Ollic 

Gordon Bkng-co-op 



John Daly News 

sust 



Circus Boy 

Reynolds Alum 



! 



Wire Service 
11. J. Reynolds 
(7:30-8-30) 



Robin Hood 

Johnson & Jhsn 
alt Wlldroot 



Georgia Cibbs 

sust 



No net service 



D Edwards 
Whitehall 



News 

\ Can (last S/26) 
alt sust 



Cheyenne 

Gen Electric 
(alt wks 
7:30-8:30) 



Name That Tune 
Whitehall alt 
Kellogg 



Andy Williams 
June Valli 

sust 



News 
sust 



2l\ 

Jo 



Hollywood 
Film Theatre 



Ed Sullivan 

Lincoln-Mercury 
(8-9) 



Steve Allen 

S. C. Johnson 
all 

I*harma, Greyhound 



Wire Service 

sust 



Burns & Allen 

Carnation alt 
Goodrich 



Charles Farrcll 

Whitehall alt Lever 



Conflict 

Chesebrough- 
Ponds 
(alt wks 
7:30-8:30) 



Phil Silvers 
P&G 
alt 

R. J. Reynolds 



Festival of Stars 
Purei alt 
Speldel 



Hollywood 
Film Theatre 



Ed Sullivan 



Steve Allen 
(8-9) 



Bold Journey 

Ualston-Purlna 



Talent Scouts 
Llpton 
alt Toni 



Action Tonight 

Amer Tobacco 
alt sust 



Wyatt Earp 
Gen Mills 
alt P&G 



Private 
Secretary 
Lever ait Sheaffer 



Panic 
L&M alt 
Mai Factor 



Compass 

sust 



C. E. Theatre 

Gen Electric 



Tv Playhouse 

Goodyear alt 
A lcoa 



Press Conference 

Corn Prod 
(last 7/15 
Quest For Adven. 

(7/22) sust 



Those 
Whiting Cirls 

Gen Foods alt 
Mai Factor 



Twenty-One 
Pharmaceuticals 



Broken Arrow 

Assoc Products 
alt Miles 



To Tell The 
Truth 
Pharmaceuticals 



Meet McCraw 
P&G 



Midwestern 
Hayride 

sust 



Hitchcock 
Theatre 

Bristol-Myers 



Tv Playhouse 



Welk Top Tunes 
New Talent 

Dodge-Plymouth 
(9:30-10:30) 



Richard Diamond, 
Priv Detective 

Gen Foods 



Arthur Murray 
Party 

Bristol-Myers 



Telephone Time 
Bell 



Spotlight 
Playhouse 
Pet Milk alt 
S. C. Johnson 



Summer Playh'se 
Armstrong alt 
Show For A 
Summer Eve 
Amer Tobac 



| Mike Wallace 
Philip Morris 



$64,000 
Challenge 

Revlon alt 
P. Lorlllard 



The Web 

PAG 



Welk Top Tunes 



Studio One 
Summer 
Theatre 

Westinghouse 
(10-11) 



Amateur Hour 

n. Bishop 



It's Polka Time 
co-op 



$64,000 
Question 
Revlon 



Nat King Cole 
sust 



What's My Line 
Sperry-Rand 
alt II Curtis 



No net service 



Studio One 
Summer 
Theatre 



Spike Jones 

L&M 



No net service 



Index continued . . . Sponsored Daytime Network Programs 7 a.m. -6 p.m. 



PROGRAM 



COST 



SPONSORS AND AGENCIES 



As the World Turns: S-L 

Baseball Game of Week: 
Sp-L 

Big Payoff: Q-L 

Bride & Groom: Au-L 

Brighter Day: S-L 

Capt. Gallant: A-F 

Comedy Time: Sc-F 



Bob Crosby: V-L 

Deieciive Diary: A-F 
Edge of Night: S-L 

Fury: A-F 

Arthur Godfrey: V-L 



$ 3,400tt P&C, B&B; Pillsbury, Camp-Mithun 
(8, 1 start) ; 4 segs open 

{ Falstaff Brewing, DFS; Amer Safety 

Razor, Mc-E; Philip Morris, Burnett 

6,000|t Colgate, Houston 2 days open 

2,600ft Toni, North; 4 days & 1 alt day open 

10,000 wk P&C, Y&R 

31,000 i Heinz, Maxon 

rerun Kraft, JWT; Lever, BBDO; Welch, R. 

K. Manhoff; Chesebrough-Ponds, 
JWT; SOS, Mc-E; Miles, Wade; Cen 
Foods, Y&R; 3 segs & 3 alt segs 
open; 1 seg co-op 

3,150tt ^en Mills, Knox-Reeves; Cerber, 
D'Arcy; Wesson Oil, Fitzgerald; 
Swift, Mc-E; Toni, North; 5 segs 
& 3 alt segs open 
8,000 Sterling Drug, DFS, Vi spon 

17,000 wk P&C, B&B; Stand Brands, JWT; Pet 
Milk, Gardner; Pillsbury, Campbell- 
Mithun (8/1 start); 2 segs & 1 
alt seg open 
33,000 Cen Foods, B&B; Borden, Y&R 

4,150tt Bristol-Myers, Y&R; Florida Citrus, 
B&B; Cen Foods, Y&R; Mutual of 
Omaha, Bozell & Jacobs; Scott Pa- 
per, JWT; Sherwin Williams. 
F&S&R; Simoniz, Y&R; Stand 



PROGRAM 



COST 



Arthur Godfrey — Cont'd 

Guiding Light: S-L 
Gumby: J-L 
Howdy Doody: J-L 

It Could Be You: Q-L 



Art Linkletter: V-L 



Love of Life: S-L 

Lone Ranger: A-F 

Major League Baseball: 
Sp-L 

Medical Horizons: D-L 
Mickey Mouse Club: J-F 



10,000 wk 

3,500ft 
24,000 

3,000tt 



4,000tt 



10,000 wk 
18,000 



22,000 
5,040 to 
6,300tt 



SPONSORS AND AG El* IE! 

Brands, Bates; Bauer 
Burnett; 3 segs open 

P&C, Compton 

Sweets Co., Eisen 

Cont Baking, Bates; Sweets Cc^ist 
Vi open alt wks 

Amer Home Prod, Bates, Cey A 
mour, T. Laird; Brillo, JW 
8 22); Brown & Wm'son,Ut4 
Corn Prod, C. L. Miller; Jwf 
Culver, Wade; P&C, DFS M 
Labs, Wade; Cen Foods. YE 
Chesebrough-Ponds, JWT; 1 c% 
4 alt segs open 

Campbell Soup, Burnett; Mel 
Burnett; Lever Bros, BBDOPi 
bury, Burnett; Simoniz, Y&Ritf 
Brands, JWT; Swift, Mc-E; til 
(7 30 start), R&R; Toni ? I 
start) North; 1 seg open 
Amer Home Prod, Bates 
Cen Mills, DFS; Nestle, Mc-E 
R. J. Reynolds, Esty, Vi spon 

Ciba, JWT 

Amer-Paramount. Buchanan; A»« 
Tat-Laird; Bristol-Myers, 
Coca Cola, Mc-E; Cen od 
FC&B; Carnation, Wasey; CcnliH 



i 



A G R A P H 



3 - 30 AUGUS1 



DNESDAY 

JS NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS 



NBC 



SATURDAY 

ABC CBS NBC 



D Edwards 
Whitehall 



Kukla. Fran 
& Ollic 
i Sorili it llkng co op 



No net service 




Kukla. Fran 
& Ollic 
Hi nl it llkni: » i "P 



D Edwards 

Brown A H'mi'jrt 
nit 11 Bl hop 



No net service 
D Edwards 



John Daly News l " wn * " mt ™ 
,„,, alt K 111 hop 



Helen O'Conncll 
lust 



News 
lust 



Lone Ranger 
Gen .Mills alt 
Swift 



Sgt. Preston 
Quaker Oats 



Andy Williams 
June Valli 
sust 



News 
iu«t 



Rin Tin Tin 

Nablico 



Beat the Clock 
n nishop 

lilt »ust 



Helen 0 Conned 
mil 



Flight 
Number Seven 



News 
MUet 



Buccanccri 
Sylianla 



People Are 
Funny 
Toni alt 
It J FUjrnoldi 



Masquerade 
Party 
Asso rrmlucts 

(list < 2S) 
alt Max Factor 



Father Knows 
Best 
Scott Paper 



Big Picture 

lo.t ; •->:.) 
Cowtown Rodeo 

(■•* 1 shirt) 
S 9 sunt 

Enterprise 

(last 7 -jri) 

Cowtown Rodeo 



Bob Cummings 
it J UeynoMs 



Climax 

Chrysler 

(s 30-9:30) 



You Bet Your 
Life 
DeSoto alt 
Tonl 



Dragnet 
LAM alt Schick 



Jim Bowie 
Amer Chicle alt 
ChesebrouKh- 
Ponds 



Crossroads 
Chevrolet 



West Point 
( ; en Foodi 



Destiny 

Ot*ri. K'uhIs 
alt Ford 



Blondie 
Tonl alt 
Neitle 



Life of Riley 
I,ever Broi 



Billy Graham 
It Graham 
Evangelistic A so 
(S 9) 



Billy Graham 

(S-9) 



Jimmy Durante 
I* 1/^rlllanl 



Julius It Rom 

i 'J i 



Klmberley Clark 
Two For The nCA A Whlrlpoo 
Money Kunbeam. Nonemi 

,u 1 *AII S amps la 

i 1 . r, 11 S<- 



Kraft Theatre 
Kraft (9-10) 



Theatre Time 

Armour alt 
Kimberly-Clark 



Climax 



People's Choice 
norden alt PAG 



Key Club 
Playhouse 

Mocen David 



, _. Jos Cottcn Show 
Mr. Adams & Eve ramphell 
Collate alt 
R. J. Reynoldi 



(last S/30) 



Lawrence Welk 
Dodge 
(910) 



Gale Storm 
Neitle alt 
llelene Curtli 



Sanders Mystcr> 
Theatre 
Pabit 



Ix-ver Bros. 



Kraft Theatre 



Industries For 
America 

sust 



Playhouse 90 
Amer Gas 
alt 

Bristol Myeri 



High -Low 
Ford 



Date With Angels 
Plymouth 



Schlitz 
Playhouse 
Schlitz 



Big Moment 

Amer Tobacco 
(last 1 30) 
alt 

Bal-Purlna 



Lawrence Welk 



S.R.O. Playhouse 
Whitehall alt 
Helene Curtli 



Dollar 
A Second 
■uit 



This Is 
Your Life 

PAG 



Focus 

sust 



Playhouse 90 
Philip Morris 
alt 

Bristol Mj-eri 



Lux Theatre 
Lever Bros 
(10-11) 



The Big Beat 

sust 



Undercurrent 

P&r, alt 
Brown & Wmson 



Cavalcade of 
Sports 
Gillette 
(10-concl) 



Country Music 
Jubilee 
Am Chicle 
alt 

Wllllimion- Dickie 



Gunsmoke 
UkM alt 
S perry Band 



Encore Theatre 
Quaker 
alt Arm xjr 



No net service 



Playhouse 90 
sust 



Lux Theatre 



All-Star F'tball 

(S 0 only) 
9:30 11 :30 pm 
Pabst. Stand Oil. 
Pure Oil 



pantomime Quiz 
Amer Oil 
& ITamm 
alt Time 



Red Barber 
St Farm Ins 



Country Music 
Jubilee 



Jimmy Dean 

II Bishop 



Adventure 

Theatre 
Am Tnbac alt 
Warn- Lambert 

(last S '. 11 



PROGRAM 


COST 


key Mouse — Cont'd 




ghty Mouse: J-F 
dern Romances: S-L 


20.000 
2,700ft 


rry Moore: Y-L 


3,600ft 


L„ 


rerun 


ce Is Right: Q-L 


3,170ft 


|?en for a Day: Au-L 


3,000ft 



SPONSORS AND AGENCIES 

Knox Reeves; Mattel. Carson Rob- 
erts; Miles, Wade; Minn Mining, 
BBDO; Pillsbury, Burnett; SOS, 
Mc-E; 8 segs co-op 
Gen Foods, B&B; Colgate, Bates 

Corn Prod, C. L. Miller; Kraft, JWT; 
Sterling, DFS; Brillo, JWT; 1 alt 
scg open 

Nestle. Mc-E (7 11 start); Campbell. 
Burnett: Hoover, Burnett Hast 
7 2); Swift, JWT, Mc-E (last 7 19); 
Toni, North; Lever Bros. JWT; 
Johnson & Johnson. Y&R; Califor- 
nia Packing, Mc-E; Stalcy, R&R 
(last 7 26); Yardley. Ayer; 6 segs 
& 5 alt segs open 

Cerber, D'Arcy; Johnson & Johnson, 
Y&R; Nestle, Mc-E; Gen Mills, 
DFS: 2 days, 2 segs & 4 alt segs 
open 

Lever Bros. BBDO; Chcscbroueh- 
Ponds, JWT; Cen Foods, Y&R; SOS, 
Mc-E; 6 segs & 3 alt segs open 

Amer Home Prod, Bates, Ccyer; 
Brown & Wmson, Seeds: Corn Prod, 
C. L. Miller; Dixie Cup. Hicks & 
Crcist; Miles, Wade; Minn Mining, 
BBDO; Sandura, Hicks & Greist; 
Stand Brands, Bates; Sunkist. FCB; 
Toni. North; P&C, Compton: SOS, 
Mc-E; H. W. Cossard, Ed H. Weiss 
(8 16 start) ; 1 seg open 



PROGRAM 



COST 



SPONSORS AND AGENCIES 



Search for Tomorrow: S-L 
Secret Storm: S-L 
Strike It Rich: V-L 
Tic Tac Dough: Q-L 



True Story: Dr-L 

Truth or Consequences: Q-L 

Valiant Lady: S-L 
Wild Bill Hickok: A-F 



10,000 wk P&C, Burnett 
9,500 wk Amer Home Prod Bates 
Colgate, Bates 



15,000 wk 
2,500ft 



Church & Dwight, JWT; Kraft, JWT; 
Minn Mining, BBDO; P&C, DFS; 
Stand Brands, Bates; Toni, North; 
1 Amer Home Products, Ccyer: SOS, 
Mc-E: Starkist Tuna, Honig-Coopcr 
(8 16 start) ; 1 alt scg open 

18,000 Sterling Drug, DFS, 1^ spon 

3,450tt Lever Bros. BBDO; Alberto Culver. 

Wade; Miles Labs. Wade: Ccn 
Foods, Y&R; 6 segs & 1 alt scg 
open 

10,000 wk Toni. Tatham-Laird: Wesson, Fiti- 
gerald: 3 days & 1 alt scg open 

27.000 Kellogq. Burnett 



Specials and Spectaculars 



PROGRAM 



COST 



Collect- Vll->tar Football: 
>p-L 



SI 60.000 



SPONSORS AND AGENCIES 

Pabst. NC&K: Standard Oil. D'Arcy. 
Pure Oil. Leo Burnett — 8 9 



DAYTIME 



C O 




P A 



ABC 



SUNDAY 

CBS 



NBC 



ABC 



MONDAY 

CBS 



NBC 



ABC 



TUESDAY 

CBS 



NBC 



Lamp Unto My 
Feet 
lust 



Carry Moore 

Campbell Soup 

Lever Bros 
alt 

sust 



Home (partic) 
-11 (last 8/5) 
Arlcnc Francis 

(8/12 start) 
sust 



Carry Moore 

sust 

Tonl ait sust 



Home (partic) 
0-11 (last 8/6) 
Arlene Francis 

(8/13 start) 
sust 



.ook Up & Live 
tust 



Arthur Godfrey 
Stand Brands 

Stand Brands 



Treasure Hunt 

(8/12 start) 
sust 



Arthur Godfrey 
Mutual of Omint 



Treasure Hunt 

(8/13 start) 
sust 



Eye On 
New York 

sust 



Bristol-Myers 
Bristol-Myers 



Price Is Right 
suit 



Price Is Right 
tuit 



Chese-Ponds 
alt sust 



Camera Three 
sust 



Strike It Rich 
Colgate 



Truth or 
Consequences 
sust 



Strike It Rich 
Colgate 



Truth or 
Consequences 



Ifet's Take Trip 
tust 



Wild Bill Hickok 

Kellogg 



Valiant Lady 

sust 



Love of Life 

Amer Home Prod 



Tic Tac Dough 

PAG alt 
Church & Dwlght 

Tonl alt P&G 



Valiant Lady 
Wesson Oil 



Love of Life 
Amer Home Prod 



Tic Tac Dough 
Stand Brands 

P&G 



Search for 
Tomorrow 

P&G 



Could Be You 

sust 



Search for 
Tomorrow 

P&G 



t Cou l d Be You 

Chcse-Ponds 



Guiding Light 
P*« 



alt P&G 



Guiding Light 
P&G 



sust 
alt P\-G 



Htckle & leckle 

BUSt 



Stand Up & 
Counted 

sust 



News 
(1-1:10) tust 



Be 



Close-Up 

co-op 



News 
(1-1:10) suit 



Stand Up & Be 
Counted 

sust 



Close-Up 
t»-op 



No net service 



As the World 
Turns 

P&G 

sust 



Club 60 

co-op 



As the World 
Turns 

P&G 



Club 60 
co-op 



sust 



"Jo net service 



Dur Miss Brooks 

sust 



Club 60 



Dur Miss Brooks 

sust 



Club 60 



Mo net service 



Art Linkletter 

Stand Brands 

Campbell Soup 



3ride & Croom 

Toni alt sust 



Art Linkletter 

Staley (7/30 start) 
alt Toni 
KellOEE 



Bride & Croom 

sust 



No net service 



Afternoon Film 
Festival 

(3-4:30) partic 
(last 7/29) 
Amer Bandstand 



Big Payoff 

Colgate 



Matinee 

(3-4) 
partic 



Afternoo.-. Film 
Festival 

(3-4:30) partic 
(last 7/30) 
Amer Bandstand 



Big Payoff 

sust 



Matinee 

(3-4) 
partic 



No net service 



Mr. Wizard 

sust 



Amer Bandstand 

(8/5 start) 
(3-4:30) 
partic & co-op 



Bob Crosby 

sust 

Gerber alt 
sust 



Matinee 



Amer Bandstand 

IS/6 start) 
(3-1:30) 
partic & co-op 



Bob Crosbv 

Wesson Oil 



Matinee 



Toni alt sust 



No net service 



Youth Wants 
To Know 

alt 

Amer Forum 

sust 



American 
Bandstand 



Brighter Day 

P&G 



Secret Storm 
imer Home Prod 



ueen for a Day 

sust 



Toni alt Brown 
& Williamson 



American 
Bandstand 



Brighter Day 

P&G 



Secret Storm 

Amer Home Prod 



Queen for a Day 

Stand Brands 



P&G 



No net service 



Zoo Parade 

sust 



No net service 



Edge of Night 
P&G 

Stand Brands 



Modern Romances 
Sterling Drug 



No net service 



Edge of Night 
p&r. 



P&G 



Modern Romances 
sust alt 
Brillo 



College News 
Conference 

sust 



ace The Nation 

sust 



Frontiers of 
Faith 

sust 



Mickey Mouse 
Club 

co-op 
co-op 



Comedy Time 

sust 



Mickey Mouse 
Club 

co-op 

co-op 



Comedy Time 

Oiose-Ponds 
sust alt 

sust 



| Open Hearing 

sust 



World News 
Round-Up 

sust 



Outlook 

sust 



Coca Cola 

Miles alt 
Minn Mining 



Carnation 



HOW TO USE SPONSOR'S 
NETWORK TELEVISION 
COMPARAGRAPH & INDEX 



The network schedule on this and preceding pages (52, 53) 
includes regularly scheduled programing on the air 3 to 
30 August, inclusive (with possihle exception of changes 
made by the networks after presstime). Irregularly sched- 
uled programs to appear during this period are listed 
as well, with air dates. The only regularly scheduled pro- 
grams not listed are: Tonight. XBC. 11:15 p.m.-l :00 



HA G R A P H 3-30AUGUS 
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a.m.. Monda\ -Friday, participating sponsorship: Sunday 
Xeus Special. CBS. Sunday. 11-11:15 p.m.. sponsored hy 
Whitehall alt Carter Products: Today, NBC. 7:00-9:00 a.m.. 
Monday-Friday, participating: The Jimmy Dean Slioir. CB^. 
7:00-7:45 a.m.. Monday-Friday, participating: Captain 
Kangaroo, CBS. 8:00-8:45 a.m.. Monda\ -Friday. 9:30- 



10:00 a.m.. Saturda\. participating: \ews. CBS. 7:15-8:00 
a.m. and 8:45-9:00 a.m.. Monday-Friday. 

Ml times are Fa-tern Daylight. Participating sponsor? 
are not listed hecause in main cases they fluctuate. 

Sponsors, co-sponsor? and alternate-week sponsor? are 
shown along with the names of programs. Agencies, hrands, 
co*ts and ratings appear in separate listings on pages 51-53. 
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WFGA-TV 

Jacksonville, Fla. 



Becomes Basic 



NBC 

SEPT. 1 st 



TV Sets 
Population 
Buying Power 
Retail Sales 



For A Service Area of 64 
Florida - Georgia Counties 

226,880 (1) 
1,511,300 (2) 
$1,785,944,000 (2) 
$1,562,627,800 (2) 

(1) Television Magazine, June 1957. 

(2) Sales Management Survey of Buying Power, 1957 



WFGA-TV • Channel 12 • VHF 

equipped for FULL COLOR • 1000 ft. tower 

Top Power 316,000 watts • JACKSONVILLE, FLORIDA 



Represented by Peters, Griffin, Woodward, Inc. 
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DR. DICHTER 

(Continued from pasn' 'M\) 

however, Dicliter turned his ener- 
gies tn it. Chickens, cows and "\ aca- 
tiuii From Yourself' quickly faded 
into l In* background. MK outgrew the 
Montn^e headquarters and in I'J.vl 
Dichler bought a four-level. 20-nmm 
freklfrtoue inansinii on the top of I'rick- 
1\ IVar Hill at Crotou-on-1 lud-on and 
moved the Institute then*. 

The road to the Institute turns off 
sharply to the right from Highway 9. 
a short distance outside of CrOton. It 
is a mile long;, snakes upward at a pre- 
cipitous rate through wooded count"'}. 
Not a sign of habitation is met between 
the turn-off below and the Institute at 
the peak. "It** a wonderful place to 
think at." the taxi driver who picked 
us up at the New York Central station, 
explained. "And the) do a lot of think- 
ing up there. Luckv it s summer,*' he 
went on, "because I tried to get up 
here several times last winter during 
ice storms and couldn't make it. Thev 
get people coming up here from all 
o\er the world. Dr. Dicliter used to 
send down for them with his station 
wagon at firxt. Then he decided he 
was taking fares awa\ from us taxi 
drivers, so he quit. It's great for us," 

Vclually. the whole area is enthusi- 
astic about the Institute. All the cleri- 
cal help is local. Head staffers ha\e 
settled in the region and become a 
part of it. To allay any suspicions in 
the minds of the local populace about 
"what ma; go on up the hill" and to 
hetter integrate with the community of 
which it has become a part, the In- 
stitute began buying time on Peekskill 
radio station WLY \ early last spring. 
The program. 25 minutes once a week, 
feature^ Dr. Dicliter. his staffers and 
local residents in panel discussions of 
tv shows, product images, commercials 
and the like. The show is off for the 
summer, but will resume in the fall. 

The same area has become the home 
proving ground for MR: 1.000 fami- 
lies make up the Institutes consumer 
panel and 200 families its "Living 
Laboratory" for testing tv and radio 
commercials. These families constitute 
a good cross-section of American com- 
munities since they cut across many 
races and religious beliefs, are engaged 
in a variety of work — light industries, 
shopkeeping. railroad yards, and com- 
muting to offices in New York. Me- 
dium- and high-income groups are rep- 
resented in pretty average proportions. 
Men. women and children belonir to 



these panel*, and enter into the criti- 
cism of t\ commercial* or product 
packaging as wholrheaitedh n-> the\ 
would into such couunnuitv piojecls as 
chic theatres or community orchestras. 

\ group of them <:athei in informal 
fashion to watch an evening of t\ at 
the Institutes Living Laboratory. 
There, in a comfortable living room 
setting. they view commercial- within 
the same show in which they were run 
(in the case of posl-le-ting) or stripped 
into a film of the type of show in 
which thev will he run I in the case of 
pre-tesliug I . They explain y\hal they 
like or don't like about each commer- 
cial, thu- giving subconsciously the 
clues to what goes on between a com- 
inereial. a consumer and a purchase. 
Through an opening in a shadow box 
above the tv screen, an animatic cam- 
era records the viewers" reactions sec- 
ond by second as they watch program 
and commercials. 

This tv commercials testing sen ice 
is called Motivating Response Patterns, 
or simply MKI 1 , and is supervised by 
Albert \V. Shepard. executive vice 
president of the Institute. Shepard, a 
Columbia University psychology ma- 
jor, had worked with many agencies in 
testing advertising copy before he 
joined Dr. Dichler six years ago. Al- 
though MRP has been going on for 
quite some time at the Institute, it did 
not become a full-fledged service until 
this spring. Since then, it has been 
doing commercials testing for Marl- 
boro Cigarettes. f>so, \\ ildroot. Grey- 
hound Bus. \\ csson Oil phis program 
testing for a major network. 

"Motivating Response Patterns.'" 
Shepard explains, "are not percentage 
tallies on how many people like or 
don't like a commercial. After all. our 
control groups like any tv audience — 
are not advertising critics or drama 
critics either. If a person says he likes 
or recalls a commerical. that has little 
significance. People tend to give wrong 
answers to rational questions. 

"MRP service was made to be a 
creative tool." Shepard continued. "\\ e 
want to know the key factors in a com- 
mercial that make or don't make a dif- 
ference in product sales. Our analysis 
of a commercial must reveal (ll its 
strong points: 1 2) its weak points: 
(3) why these points are strom: or 
v\eak: ( I ) a creative guidepost on how 
the next commercial can be improved. 

"W hat we have no interest in doing 
is simplv to rate a commercial as oOQ 
or 50 r r effective. W e have found prod- 
ucts v\hich scored areat sales records 



You're in 
good company 
on WGN-RADIO 
Chicago 




Top-drawer advertisers 
are buying WGN 

Join the nation's smartest 
I hue- buyers who select \\ GN" 
for results! 1937 promises 
exciting new programming to 
make \\ G.Vs policy of Infill 
quality at low cost even more 
attractive to you. 



WWRL NEW YORK CITY 
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WWRL'S PERSONALITIES SELL 

more merchandise for sponsors by. 
Delivering the largest NEGRO 
AUDIENCE for your product. . . 
Supporting your schedule with a 
barrage of CONSUMER ADS. . . . 
MERCHANDISING CREWS work 
full time in Supermarkets and drug 
stores for you. . . . FREE. . . . 
LOW SELLING COST of 12c per 
thousand. . . . 
call or write 



WWRL 

Woodside 77, New York City 
Tel— DEfender 5-1600 
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with cnmmericals that, on this basis, 

rated (V/cr 

Here are the four ingredients needed 
in a commercial, as revealed in MRP 
testing : 

► Inter-Action: This is the two-way 
communication that breaks the harrier 
of the t\ -creen between audience and 
commercial personality. On the one 
side, the viewer identifies and even 
participates in the commercial: on the 
other, the person delivering the mes- 
sage seems to step out of the set and 
into the room. 

► Integration: This is the total im- 
pression received from a commercial, 
comparable to the total impression or 
feeling one gets in viewing a Picasso 
or Van Cogh painting. (Marlboro 
Cigarette commercials, according to 
Shepard, are an excellent example of 
setting up an impression. ''It's not 
just the tattooed hands, the Julie Lon- 
don or Hoagy Carmiehael personality." 
Shepard sa\s. "It's the integration of 
ever) single effect and detail that 
builds up the total feeling that here 
are people who really enjoy living.") 

► Positive I nter-Relation : This is the 
building of the commercial to work 
well in four changing climates: (1) the 
climate of other commercials for \ our 



product: (2) the climate of commer- 
cials for competitive products; (3) the 
climate of all other commercials on tv; 
and (4) the climate of the program in 
which your commercial is shown. 
► Activation: Too inan\ conunercials 
are watched passively. To touch off 
the chain reaction that will move the 
viewer from his set to the point-of- 
purchase, "action triggers" are needed. 
Such "action triggers" are achieved 
through a commercial deliberately 
leaving something undone that will im- 
pel the viewer to complete the action — 
for example, go out and buy the prod- 
uct or talk to friends about it. 

The depth studies of tv commercials 
through MRP have turned up many 
things about the psychological re- 
sponses of audiences. "One of the 
most important factors is to get the 
right setting for )our commercial," 
Shepard told SPONSOR. "Hall of Fame 
is the perfect program setting for Hall- 
mark Greeting Card commercials; it 
suggests quality and national reputa- 
tion. This is just as important to Hall- 
mark as the fact that millions watch 
the show. Believe me. a setting for a 
commercial that creates a mood for 
bu) ing that particular product can 
mean more to a sponsor than show rat- 



ing or the cost-per-1,000 factor." 

MRP works hand-in-glove with MR. 
With today's heavy emphasis on tv ad- 
vertising, it often becomes a vital part 
of a full-dress motivational consumer 
study. In the early days of Saran- 
\\ r rap, for example, housew ives on the 
Dichter consumer panel that was test- 
ing the product felt that the tv com- 
mercials oversimplified its use; it 
wasn't as easy as it looked. This re- 
sulted not only in improvement of the 
w rap itself but, in subsequent commer- 
cials, in more detailed information on 
how to use it correctly. 

The man who holds together this 
hill-top laboratory of human emotions 
occupies an office on the second level 
of the mansion on the Hudson. Like 
all the offices in the Institute, Dr. Dich- 
ter's has wormy-chestnut panelling and 
a manorial stone fireplace. At one end 
of the office is a tv set, at the other, 
freneh windows open out onto a pri- 
vate patio. About two days a week. 
Dr. Dichter dons a business suit and 
visits Madison Avenue. The other 
days, he operates from this room, at- 
tired in sports clothes, his five-foot- 
eight 160-pound frame ensconced in a 
russet leather chair behind a desk 
roughly the size of a ping-pong table. 



Hi.' had just lit ;i cigar, but quickly 
laid it aside, inched furward in his 
chair and in answer In m'iinmmi's 
question proceeded to explain the 
fundamental* of motivational research. 

"The whole foundation of a study, ' 
Dichter explained. "begins with put- 
ting myself in the role of the consumer. 
Out" of this comes the questions we 
e\entnall\ ask in interviews both with 
our consumer panels and in the field.'' 

Here is where the creative role of ad- 
man blends with the discerning prob- 
ing of the scientific researcher. A good 
example of how this blend is accom- 
plished is in the recent work Dichter's 
Institute did for the ;\Sl 7 company in 
Germany. :\'Sl\ a manufacturer of 
motor hikes, was appealing to bicycle 
owners to switch to motor bikes with- 
out success. When the problem was 
laid before Dichter he set up a scale 
that blocked out the steps from pedes- 
trian to fine ear owner. 

Car ownership, Diehter reasoned, is 
the ultimate dream of every pedes- 
trian; bicycles of any sort are simply 
a makeshift. Out of this, came the 
idea to appeal not solely to the cycle 
owner to motorize but to appeal to 
both pedestrians and cycle owners on 
the grounds that the XSl T motor bike 



was a definite and forward -lep to car 
ownership. \\ ith this appeal, the motor 
bike became a transitory thing and the 
formerly advertised "indeslriu lihilitv ' 
of the vehicle was dropped. It was 
now advertised as something one used 
in the interim between walking and 
driving \ our own ear. 'In give it more 
motor ear flavor, the bike hell was re- 
placed by an auto born, the whole af- 
fair was redesigned to make it look as 
nearly like a tiny anto as possible. 
Sales have been booming. 

It is this insight that has led Diehter 
into starting o|T on the right premise 
in such classic surveys as the one for 
the California Prune* Advisory Hoard. 

Diehter found that people associated 
prunes with dried-up old maids in 
board inghousex who suffered from con- 
stipation. His motivational studies 
turned them into a "Wonder Fruit.' 

"I'll tell you what I used to call Mo- 
tivational Research," said Dichter. 1 
used to call it the "Cee-it's-true" ap- 
proach. It's as simple as that the sud- 
den tumbling upon the most obvious 
thing. MR is used every day — sub- 
consciously perhaps by the best ad- 
vertising copy writers and salesmen." 

Diehter rose from behind his desk. 



walked out on the flagstone patio itud 
pointed down at the Hudson River, 

"\ cm can't ~ee it." he i«K "but 
down there's a boat. I jnst bought it. 
and the last thing I needed in this 
w orld w as a boat. 

"Then wh\ did von bnv it'.'' we 
asked. 

"Motivation," said Diehter. " I he 
guv that sold ine that boat used MR on 
me. W hen he came to ***e me, I had 
marshalled even rational reason whv 
I shouldn't bnv his boat. And for 
everything he said. I had a sound, 
negative answer. 

"finally, he tinned to me," Diehter 
went on. "anil said, 'hook, if vou're 
looking for a reasonable justification 
for buying this boat slop right now. 
Don't buy it." 

" 'You honestly have no ii-u-nn to 
buy this boat. If you do, it will be the 
cra/iest thing you ever did. Oh. you'll 
have a barrel of fun with it. Rut it'll 
still be a very sillv decision. 

"That did it." said Dr. Diehter. "He 
could hav e based his appeal on a dozen 
things and I would have turned him 
down. Rut he -aid it would be .sillv 
and I would have fun. 

"So I bought it. That's motivational 
resea rch." ^ 



Set Grant Mitchell . . ."SAILOR OF FORTUNE". . . an American at-large destined 
adventure. Playing 'Mitch' is LORNE GREENE, the rugged, handsome star 

stage, films and TV. He visits the world's most fascinating seaports which form 
backdrop for unlimited mystery, intrigue, and adventure. 

BAILOR OF FORTUNE" is first run everywhere and available everywhere to 
ion-minded stations and sponsors. Naturally, the promotion and merchandising are 
ilt right into the series. 

e"SAILOR OF FORTUNE". For prints and prices contact 
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Here it is! Television's own brand-new half-hour 
series now being produced in Hollywood and in the 
intrigue-filled Hydrogen Age capitals of Europe — 
The NEW Adventures of Charlie Chan. He's the 
master mystery entertainer of them all — Enter- 
tainment's only Chinese detective. Loved by 

millions . . . eager audiences have laid down their dollars at box offices 
everywhere to thrill to the exciting cleverness of Earl Derr Biggers' famous 
fictional sleuth. Want to enjoy yourself and profit seeing Charlie Chan solve 
"The Case of The Profit-Building Program"? Just wire collect or phone 
tpa today for a private screening. 

Charlie Chan and his 

Number One Son have filmed commerical lead-ins and lead -outs for you. At 
small additional cost, you can wrap your local announcements with the prestige 
and power of introductions by Hollywood's stars! 
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This week villi rould say llatly tliiil it will In* a hig fall and winter for tv films 
simply because films arc rifling a growth curve. Mure to the point, though as both a 
new season and FILM-SCOPE gel under way i* the fart that film's Imliy days are mcr 
for l»<»th buyers and sellers. The era of the expert is here. 

How to niateh demand with supply is the big problem. The demand i- then- 
if the priee U right. So i- the supply . Hut between them stand these romplh atioiis: 

1) Barter lias heroine the catchword of the trade, \u\ious suppliers, fringe 
"operators" 1 and "hungry ** stations dreamed this arrangement up. \ml although it now 
shows signs of mingling blight with ble*-Miig, you'll see more of it rather than less in 
the months ahead. (Note section below.) 

2) The question of who takes the prime responsibility fur new film fare is 
up in the air. The sj udicators originally took uiueh of the risk with pilots. Hut the) got 
so expensive that cheaper ''blue-prints* 1 were substituted. .Now' the big advertisers and agen- 
cies say "blue-prints 1 ' are too skimpy, whereupon the producers are countering: "You 
give us your version of what you want, ami we'll tailor-make it for you." Hut 
that, too, is risky, so — 

3) It will he a great day for the re-runs. They are in the can. The -potisor 
ran see them; the producer's basic costs are paid off. For the time being, this could well 
be a situation both sides want to live with. 

4) Rising costs are making sponsors clamor for the shortest possible con- 
tracts — another factor that throws the spotlight on re-runs. 



Feel how you will about Madison Avenue's importance, it's West of the Hudson that 
the tv film business really has its roots. And it's there that FILM-SCOPE went 
this week to check up on the status of today's No. 1 film problem — barter. 

FIL.M-SCOPE's Spotters included these knowledgeable figures: James M. Gaines, 
president, WO A I, San Antonio; Harold See, general manager, KRO\-TV, San Francisco; 
Dick Woolen, film director. KTTV. Los Angeles; Bill Michaels, vice-president. WJHK- 
TV, Detroit; and Jean Hcndrix, assistant station manager, WSH-TV, Atlanta. This is what 
FlLM-SCOPE's Spotters say : 

• There is nothing so awesome in tv as unsold time. (Every blank hour burns 
up as much as $50,000 a year.) Barter-film admittedly solves this problem in a hurry 
— and usually with better fare than the station could concoct on its own. 

• However, barter shows signs of becoming a sorcerer's apprentice for enough 
reasons to create these sober fears; 

1) Since film companies know a station's plight when it accepts barter product, they 
are prone to spot weaker film fare in barter time. One station executive feels that 
the syudirators actually use barter time to ""dump product that needs hailing out." 

2) Barter tics up time which probably could be sold eventually anyhow. 1 he 
station thus locks itself into the position of too few availabilities, on the one hand, and 
bargain-basement prices on the other. 

3) Card-rate advertisers soon sniff out the fact that a station has. in effect, 
two rates — the full rate and the baiter rate and begin clamoring for "deal* and conces- 
sions.*' The whole price structure thereby starts to get wobbly and "suspect." 

Concensus of barter's future: It should not he allowed to grow beyond its orig- 
inal purpose — as a fringe-time measure. As one broadcaster says: "One marijuana 
cigarette may not hurt you; a pack will." 



SPONSOR • 3 AUGUST 1957 



01 



FILM-SCOPE continued 



Who are the big national advertisers successfully being wooed by the syndi- 
cated film people? 

On the basis of a study made by CBS TV Film Sales, it's the fellows with qniek- 
tnrnover products. Syndicated sales for the first 1957 quarter showed this ranking by 



categories : 



1) Food and grocery products (2) beer, ale, and wine (3) gas and lubricants 
I I I confections and soft drinks, and (5) drug products. 



On the average, the 
food and beer — eurre 
fare (combined time 

details out their outlays: 



national advertiser in the two leading product categories — 
ntly is spending about 863,000 per week for his syndicated 
and program costs). Here's a list of the major sponsors and 









WEEKLY TIME & 


rOOD ADNhKlloEKS 


nil A \\1 

SHOW 


X 1 1~\ W k X>\f T~""FC* 

.\(). MARK.E 1 b 


PROGRAM LOS 1 S 


Wander (Ovaltine) 


Captain Midnight 


51 


$76,500 


Nabisco 


Sky King 


82 


123,000 


Heinz 


Studio 57 


43 


77,400 


Pillsbury Mills 


Grand Ole Opry 


:v) 


70,200 


Kellogg 


Superman 


113 


109.610 


Foremost Dairies 


Rosemary Clooncy 


37 


66,600 


Wilson (meats) 


Dr. Hudson's Secret Journal 


25 


50,000 


Continental Baking 


Annie Oakley 


76falt) 


57,000 


BEER ADVERTISERS 








FalslafT Brewing 


State Trooper 


52 


78,000 


Lucky Lager 


Crunch & Des 


18 


54,000 


Breweries, Ltd. 


Susie 


12 


36,000 


Olympia Brewing 


Science Fiction 


17falt) 


25,500 


Stroh Brewery 


Crunch & Des 


12 


36,000 


P. Ballentine & Sons 


Highway Patrol 


20 


40,000 


Ilaimn Brewing 


Highway Patrol 


15 


45,000 



If you want to figure out very roughly — hut quickly — the final lab for a syn- 
dicated film show, here's how to perform the lightning calculation: 

• S3. 000 per show (time and program) per market in up to 12 markets. 

• $1,800 per show per market up to 30 markets. 

• $1,500 up to 50 markets. 

• *970 for 100 markets. 



FLASHES FROM THE FILM FIELD: CBS TV Film sold Annie Oakley to Corn 
Products (for Bosco) on an alternate-week basis in 62 markets, with an annual time- 
talent cost of $2,340,000 . . . Official Films teed off with Decoy in the amount of $600.- 
000 in pre-production orders . . . WTOP TV, Washington, tied up 52 post-1950 
United Artists releases . . . NTA has ordered the second scries of Official Detective 
and Sheriff of Cochise into production. 

American Safety Razor is considering expanding its list of suidicalion market* 
. . . California National will pay the bills for 200-line premiere ads in markets that ad- 
vertisers buv for Silent Service . . . More and more Holhwood producers are making the 
rounds of New York agencies with bids to make tailor-made syndicated packages. 

PXG is continuing to use random syndicated bu\s to prc-tcst products in uirioil* 
markets. 



(For other film news and comment, see Newti and Idea Wrap-up. page 70.) 



<>•-> 
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NEW ON TELEVISION NETWORKS 



SPONSOR 


AGENCY 


STATIONS 


PROGRAM, time, start, duration 


Allstate Insurance, Skokic, III. 


Burnett Chi 


CBS 


1SI 


Playhouse 90; alt Th 10 30 II pm . 10 Oct 52 wks 


Aluminum Ltd. Inc, NY 


JWT, NY 


NBC 




Omnibus Su 4 S 30 pm. 1 3 spon 20 Oct 26 wks 


Brown Shoe. St. Louis 


Burnett. Chi 


CBS 


5B 


Captain Kangaroo S.i 9 -10-9 45 am 24 31 Aug 7 Sept only 


Colgate- Palmolivc, NY 


Ted Bates, NY 


NBC 




Thin Man, F 9 30-10 pm. 20 Sept. 52 wks 


Florida Citrus, Lakeland 


BOB, Lakeland 


NBC 


46 


Today. MF 7 10 am. 52 p.irtics 2 Dec 30 wks 


Ccncral Foods, White Plains 


YOR, NY 


CBS 


103 


Arthur Codtrey Time. Tu II 15-11 30 am 9 |uly 4 wks 


Kemper Insurance. Chi 


John S. Shaw. Chi 


NBC 


B9 


Kemper Football Scoreboard: Sa 15 mm time tb.i 21 28 








Sept 5. 19. Oct 2. 16 30 Nov 7 Dec 


Kimberly-Clark, Ncenah, Wis 


FC&B. Chi 


CBS 


1 5 1 


Playhouse 90: alt Th 10 30-11 pm: 3 Oct 52 wks 


L&M. NY 


McC-E. NY 


NBC 




Pied Piper of Hamclin Tu time tba, 26 Nov only 


Polaroid. Cambridge 


DD&B, NY 


NBC 


■16 


Tonight M-F 11:15 pm-l am. 20 parties 29 July 20 wks 


RCA, NY 


K&E, NY 


NBC 


■16 


Tonight. M-F 1115 pm-l am; B parties. 29 July B wks 


Texas Co. NY 


Cunningham 0 Walsh, NY 


NBC 




Texaco Command Appearance. Th 10-11 pm 19 Sept only 


Tom. Chi 


North. Chi 


CBS 


97 


House Party; alt Tu 2 30-2 -15 pm. 16 July 58 wks 



NEW A 



RENEWED ON TELEVISION NETWORKS 



SPONSOR 

American Home Products. NY 
American Home Products. NY 
American Home Products. NY 
American Oil. NY 
Crovcs Labs. St. Louis 
Ideal Toy. NY 



AGENCY 

.Ccyer, NY 
.Ccycr, NY 
.Ccycr. NY 
_Katz, NY 

.Cohen 0 Alcshirc, NY 
.Crcy, NY 



STATIONS PROGRAM, time, start, duration 

NBC 55 It Could Be You: alt F. 15 mm seg; 13 Sept 52 wks 

NBC 65 Queen For A Day, alt W.F 15 min seg. 4 Sept 52 wks 

NBC 5-1 Tic Tac Dough- alt W. 15 mm seg; 4 Sept 52 wks 

CBS 7B Person to Person: alt F 10:30-11 pm; 6 Sept- 52 wks 

NBC 57 Today, M-F 7-10 am; 52 parties; IB Nov 22 wks 

NBC B5 Thanksgiving Day Parade. Th II am- 12 N 2 spon 2B 
only 



Nov 



BROADCAST INDUSTRY EXECUTIVES 



NAME 

Lew Arnold 

Frank B. Bibas 
Ccorge C. Bingham 
Hamilton Brosious 
Edward Chcrinian 
Charles Fellers 
Bob Kellcy 
Ccrald Krcll 
Lolita Mainland 
Richard P. Reed 
Harry W. Reith 
Ed Schulz 
Robert Schultz 
Frederick Paxson Shaffer 
Kendall Smith 
William R. Stark 
Ray Stewart 
Frank Tuoti 
Ted Wolf 



FORMER AFFILIATION 

KTLA, Hollywood, gen mgr 

Roland Reed-Cross Krasnc, Hollywood, vp in chg production 

Bcllingham Herald, Bcllingham, advtg dir 
Ruthrauff O Ryan, NY. media dept 



University of Connecticut, graduate 
Comoton. NY 

W!CH, Norwich, comm mgr 
WKST. New Castle, stn mgr 
KMBC, Kansas City 

Perceptual Development Labs. St Louis. NY sis mgr 

L. W. Ramsay. Davenport, vp O partner 

WHYN-TV. Springfield, pgm mgr 

Croslev Broadcasting. NY, acct exec 

WOI-TV. Ames, exec producer 

WPIX, NY. asst promotion, advtg & research mgr 



NEW AFFILIATION 

Same, plus vp & member board of dir's Paramount Tv Pro- 
ductions 

Transfilm. NY. produccr-acct exec 
Walker Representation Co. Boston, mgr 
KVOS. Bcllingham, gen mgr 
john Blair. NY. research staff 

jeffcrson Standard Broadcasting. Charlotte sis rep of WBT 

XEM-TV. Mcxicali. gen mgr 

WNBC-WKNB. West Hartford, promotion staff 

CBS Radio Spot Sales. NY. copywriter & coordinator 

Same, vp & stn mgr • 

Same, plus vp & member board of dir's 

K|AY. Topcka, gen mgr 

Shamus Culhanc Film Productions. NY, sis mgr 

Peters. Griffin. Woodward. Chi. acct group supvs' 

WTIC-TV, Hartford, asst pgm mgr 

Same, eastern sis mgr for WLW-Radio 

WHTN-TV. Huntington, dir public affairs 

Same, acting mgr 

KWC Stockton, stn mgr & sis 



SPONSOR PERSONNEL CHANGES 



NAME 

Cardner Barker 
Eugene H. Blanche 
Silas Bunce 
Edmund F. Buryan 
Tom DcBow 

|ohn A. Cawlcy 

Dr. Arthur Creenberg 

Ralph B. Johnson 

J. W. Keener 
William A. Nichols 

Karl O. Nygaard 
James H. Roscnfield 
Clarence L. Van Schaick 
Samuel N Schcll 



FORMER AFFILIATION 

Thomas J. Lipton. Hobokcn. vp in chg new products 
Pharma-craft. Cincinnati, asst to sis mgr 
William L. Bonncll, Ccorgia. northeast district sis mgr 
Booz, Allen & Hamilton, marketing consultant 
Cities Service. NY, dir advtg & news 

Ccorge W. Luft, NY. prcs 
Sidney Hollander, research dir 

H. J. Heinz, Pittsburgh, exec vp ntl-amcr wholesale grocers 
asso 

B. F. Coodrich. NY, exec vp 

Minute Maid-Snow Crop Frozen Foods. SF. north Pacific div 
sis mgr 

B. F. Coodrich. Akron, economist in business research dept 
NBC. acct exec tv pgms 
Dixie Cup. Easton. prcs 
Pharma-craft. Aurora, sis service mgr 



NEW AFFILIATION 

Same, exec vp 
Same, sis service mgr 

Polaroid. Cambridge asst to special markets sis mgr 
W. A. Shacffcr Pen Ft. Madison, vp in chg marketing 
Same, plus vp & member board of dir's Cities Service Pe- 
troleum 

American Home Products. NY asst to prcs 
Charles Ante!!, dir marketing research 

Same, asst to vp in chg marketing 

Same, prcs. dir & member of exec committee 

Same. NY. ntl merchandising mgr 
Same, dir of business research 
Polaroid. Cambridge, asst to advtg mgr 
American Can. Easton. vp 
Same, asst gen sis mgr 
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SPONSOR ASKS 



Do many packages still need to be redesigned for tv 




Walter Dorwin Teague, Walter Dor- 

uin Teague Associates 
If that question were shortened to the 
simple quei'\ . "Do mail) packages need 
to he redesigned?'" the answer would 
still he an emphatic "Yes." I stress 
this in spite of the large amount of ex- 
cellent work that has been done in this 
field in recent years. There are still 




too many packages that are cluttered, 
complicated, lacking in simplicity, 
grace and charm, leaving no distinct, 
pleasant and persistent image. 

These confused characteristics make 
a package ineffective either on tele- 
vision or at point of sale, the onlv dif- 
ference being that two or three addi- 
tional factors render simplicity, charm 
and memory-value even more impor- 
tant on the screen than in the dealer's 
store. Here they are: 

The scanning of the television beam 
breaks up am telecast image with a 
grid equivalent to a very coarse half- 
tone screen. At a little distance this 
screen is in\ isihle, but it has blurred 
the image so that fine detail or fine 
print become illegible. Such small- 
scale details are a handicap to any de- 
sign, anywhere, but on television the 
damage they do is multiplied. After 
all, when you have a package in your 
hand you can put on your glasses and 
read the fine print, some of which the 
law requires. Hut on television the 
package is always in some other per- 
son s hand, and your glasses or even 
your perfect fifty-fifty vision is use- 



less. \^ hich brings me to my second 
point. 

No matter how favorably you may 
be impressed by what television shows 
you, no matter how completely you 
may be sold by the patter, you can t 
push your money through the screen 
and take the product away from the 
demonstrator. The best you can do is 
to send Johnnie running down to the 
corner store to get it. and how many 
people do you know who've done that? 

No, you have to carry an image and 
a name in your mind until the oppor- 
tunity to buy presents itself, and in 
self-service shopping the image is the 
more telling. Which doubles the need 
for a simple, striking, distinctive and 
attractive design, easy to remember. 

Of course, color adds another com- 
plication, and telecasting in color is 
increasing steadily and in time will be 
at least as predominant as in motion 
pictures and amateur photography. 
Color in actual packages is obtained by 
light reflected from pigments in print- 
er's ink, metals, paper, glass and plas- 
tics. But on the television screen these 
same colors are represented by light di- 
rectly generated electronically, within a 
spectrum different from that of the re- 
flected light which originated the elec- 
tronic impulses. Frequently the result- 
ing image is surprisingly different 
from the original. Often special ver- 
sions of a package must be prepared 
for television, not to fool anyone but 
to tell the truth — to put on the viewer's 
retina the same image he will perceive 
when he looks at the package itself. 
Design can do much to simplify this 
problem. 

I haven't mentioned the engineering 
characteristic that must be designed 
into a package if it is to do its job effi- 
cientlv as a preserver and dispenser of 
its contents, and as a convenient uten- 
sil in the buyer's hands. Maybe these 
factors aren't so important on televi- 



sion, but y our package had better have 
them if the customer is to stay sold. 

Jim Nash, president, Jim Nank Associates, 

Inc., i\ew York 
Quite frankly, yes, there are. The 
package that needs redesigning for tv 
is a badly designed package that would 
fail in any pre-selling medium and 
would fall flat in its most important 
job as a salesman at the point of pur- 
chase. 

If a package is well-planned it does 
not have to be redesigned for tv. In 
my opinion, a good package design is 
a good package design and can be 
used everywhere for whatever mer- 
chandising or advertising promotion a 
manufacturer chooses to make. 

Essentially, the only thing a package 
has to do on tv is to identify the brand 
and the product by creating an image 
for viewers. This image provides a 
connecting link between the tv screen 
and the store product. A package must 
be strong in brand and product iden- 
tity to do this. 

Tv, like newspapers and magazines, 
is a pre-selling medium. A consumer 




"a package 
must be strong 
in brand" 



can't reach out to the tv set for a box 
of cereal. She must still go out and 
buy it. In other w ords, goods are sold 
on the shelf and packages should be 
designed primarily for the shelf while 
keeping in mind the vitally important 
merchandising potentials of a package. 

A manufacturer who spends large 
sums in advertising a weak package 
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1)1 IIII Hig- 



hland 



i-s iii "institutional ml- 
sells oats or flour, lie 
or V 



I with ;i -ulidiiftl 

I identity indul'-t 
MTlisiiifz." lie 

' (lor- nut -fll \ Mrautl Oats' 
Brand I'll Mir. 

Once a |iackaj:e li«i* tin' essential de- 
*i{in element*, nllii-r feature** siicb a* 
product appeal. liiereliaudisiiifj oiler* 
and product n*es ran lie utbled to pro- 
vide \iewers with a cliaiifit' of pace 
\iilhoiit pi'iidnet coiifniiion or lo*s of 

I hraml identity. 

When a package i* created from 
I >< *t 1 1 an ad\ertisin» and a design point 
of \ iew, the package heroines inlicr- 
enth \eisatile and can he u*ed for a in 
purpose. Here at J iin Nash \s-;oeiates. 
we don't design packages specifically 
for t\, although all our packages could 
he used successfully on t\ . Vie de- 
sign packages that can he recognized 
instant l\ as products of a specific man- 
ufacturer. that are compelling, attrae- 
ti\ c and indi\ idnal. 

While there is no need to redesign 
specificalK for tv if you have a good 

I package, there is no doubt that this 
medium has made the package more 
important than e\er as a merchandis- 
ing tool. Tv points up the necessity 



or having: a 



;ooi 



1 dcs 



:ii a < 



lesi: 



that enables all aiKertising efforts to be 
identified with the product at the point 
of purchase. 

Albert Ostrander, scenic art director, 

Transfilm Inc. 
From an artistic and technical point of 
view, some product packages look bet- 
ter than others on tv. If film produc- 
ers were empowered to redesign pack- 
ages purely on the ground of their suit- 
ability for tv, it would be a perfect case 
of the tail wagmins the dos, I'ackage 



"rales oj 
zood packaging 
are standard" 




designs cannot be determined by tv 
standards alone. 

Poor packaging is poor no matter 
where the product appears — in news- 
print, magazines, the grocery shelf or 
on the tv screen. Today, buyer moti- 
vation research helps determine pack- 
age design. Already, the shelves are 
full of age-old products with new faces 
brought about via statistical surecn. 
The ideal situation is to have a pack- 



age designed with both coii-niiier ie- 
hi»';i rcli ami t\ reipiii cineiit- as guides. 

flic primarv nde of the producer i- 
to show uir the accepted package de. 
-igu to its very be-t advantage. If the 
package or label U pourlv deigned to 
begin with, it i* diihcnll for the pro- 
ducer to deliver a g I film imprt«*M<>u 

without distorting the basic concept of 
that design. Tvpical of the-e dc-ijiii- 
aie those crowded with art and cop\ . 
for elo-cups. they'll pass. Hut, pull 
the camera back and the de-igu be- 
comes a glob of grev. unless some of 
the clutter is stripped out beforehand, 
lo be sure, these de-igns appear no 
letter on the super market shelf than 
they do on film. But. foi tunatelv . -ncli 
packages are in the niinoritv. 

In both black-and-white, as well as 
color, good or bad packages usnulb re- 
quire "color correction." This is not 
done to improve a package * basic de- 
sign, but to prepare it for film lunch 
like the application of make-up to an 
actor's face. In black-and-white, it's 
just a matter of effecting proper grev 
tones. Color presents mam problems. 

\\ bile a package is perfect artistical- 
ly and motivational!}, its colors may 
require considerable alteration for col- 
orcasting. It is common for one orig- 
inal color to change to am number of 
other colors or shades depending upon 
lighting, surrounding colors, etc. Prod- 
ucts encased in poly ethylene packages 
pose still more problems. 

Lighting for color is critical. The 
cameraman must be meticulous in his 
constant check of all areas being pho- 
tographed. The scenic designer must 
applv new values to backgrounds and 
props from which colors can ''bounce. 
The producer and the film processing 
laboratory must work even more close- 
ly to achieve the proper end results. 
Color film is subject to cou-iderahly 
more laboratorv variables than b&w 
film. 

Color problems are being worked 
out daily by producers. \\ hile we arc 
concerned v\ ith the ov er-all require- 
ments of color film, it would be wise 
for sponsors to reconsider their own 
package requirements. We believe that 
certain rules of good packaging are 
standard regardless of the medium in 
which these packages will be seen: 
-trong product identification, simple 
and straightforward design, good color 
separation and an absolute minimum 
of detail and copy. Given packages 
with these inherent qualities, the film 
producer will inevitably deliver his 
technical and creative best. 
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Among Birmingham's long 
term radio advertisers, Quali- 
ty Stores, a WJLD advertiser 
for 1 1 years without interrup- 
tion says, "Our program on 
your station has been the best 
investment we ever made.'' 



WJLD 



AM 
FM 



BIRMINGHAM, ALABAMA 

The Nation's Finest 
Negro Radio Station 

Represented by FORJOE 




LARGEST 
SINGLE- 
STATION 
AUDIENCE 
IN HISTORY 
OF ARIZONA! 



Si. scnor — 95.000 Spanish-speaking American 
citizens keep their radios tuned to KIFN's peppy 
Spanish programs and lilting music. These faith- 
ful listeners, repcrscnting a S20.000.000 market. 
Ihink in Spanish . . . and they act and BUY 
when they hear your sales-message 

IN SPANISH OVER KIFN 

— Central Arizona's ONLY full-time Spanish- 
language station! We translate your sales-mes- 
sage FREE. 

Production spots available. 



NATIONAL TIME SALES 
New York City 
and 
Chicago 



HARLAN C. OAK ES 
San Francisco 
San Antonio 
Los Angeles 



KIFN 

860 Kilocycles • 1000 Watts 
REACHING PHOENIX AND 
ALL OF CENTRAL ARIZONA 
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Xmtional and regional spot buys 
in work now or recently completed 



Down SHREVEPORT way 

$?,!,/</, our folks 



know their 
BRANDS! 



SPOT BUVS 




Shown here are Fay Foppe 
and Willie Caston, KAN V Staff 
Announcers, RINGING THE BELL 
far CALUMET BAKING POWDER 
in a store promotion. 

BRAND NAMES MEAN $ALE$ in 
the RICH NEGRO MARKET of the 
Shreveport area, where Negioes re- 
ceive 43< aut af every payroll 
dollar, and where. . . . 

KANV IS THE ALL NEGRO 
PROGRAM STATION . . . 

Where 91,000 BRAND-CONSCIOUS 
Negro Listeners buy the brands the 
KANV PERSONALITIES SELL, aver 
the air and in store promotions. 

JUMP NOW! let KANV 

RING 

THE BELL 

for you! 

Write, call or wire the KANV 
Representative in your area — NOW! 




TV BUYS 

Avon Products, New ^ ork. is planum'' a nation-wide ?chedule for 
ils cosmetics. Campaign will run from early September into earl\ 
December. Minute film announcement? during davtime and earl\ 
evening are being sought. Frequency: 12 per week. Bu\ ing is not 
completed. Buyer: Lee Pelr\. \geuc\ : Monroe F. Dreber. New \ ork. 

Bulova Watch Co., New ^ ork. is renewing its contracts in all 
markets, for a 52 week period. The nighttime station breaks average 
two to four announcements per week in each market. Buxer: Millie 
Fulton. Agencv : McCann-Frickson, New York. ( \genc\ could not 
be reached for comment, i 

Columbia Records, Bridgeport. i? going into major markets to 
advertise its records. Six-week schedule will begin in September. 
Minutes and station breaks during nighttime hours will be purcha?ed. 
Average frequency : 12 per week per market. Buying i~ not com- 
pleted. Buyer: Murray Koffis. Agencv: McCann-Frickson. New ^ ork. 

Proctor Electric Co., Philadelphia, is planning a schedule in major 
markets for its irons and toasters. Campaign will ?tart in earh 
September for nine weeks. Minutes. I.IVs and station break? will 
be slotted for both daytime and nighttime hours. Average frequencx : 
12 per week per market. Buying is half completed. Buver: Jack 
Geller Agencv : W ei-s & Geller. New York. 

Remco Toy Co., New York,, is preparing it? Christina? push for 
its to}?. SPONSOR hears. Schedule will run from October through 
December. Minutes are being sought on children's programs in 
major markets. Buying is not completed. Buyer: Bernie SchifT. 
Agency : W ebb Associates. New York. 

RADIO BUYS 

The American Tobacco Co., New ^ ork. is entering market? 
throughout the country to promote its Lucky Strike cigarettes. 
SPONSOR believes. Campaign begins in August and ruib until the 
end of the )ear. Minute e.t. s will be placed on weekends round- 
the-clock: f requeue) will van from market to market. Buying is 
completed. Buyer: Hope Martinez. \genc\ : BBDO. New V>rk. 
I Agencv could not be reached for comment. I 

National Carbon Co., div. of l nion Carbide & Carbon Corp.. New 
York, is planning a campaign in major markets for its \nti-Freeze. 
sponsor understands. Four week schedule? will begin 2 September 
and 26 August for four weeks: the number of announcements will 
depend upon the market. Minutes are being sought for 7:00 to Pi: 00 
a.m. and 5:00 to 0:00 p.m. daily, morning to earl) evening Saturdax. 
and 12:00 a.m. to 6:00 p.m. on Sunday. Buying has ju?t begun, it 
is believed. Btiver: Dick Driscoll. Agency: Win. Fst\. New \ ark. 



sponsor 



3 moist 1957 




1050 kc - 250 Watts - DAYTIME 

the ONLY ALL NEGRO PROGRAM Station in 

SHREVEPORT, LOUISIANA 



ARE YOU 

HALF-COVERED 




NEBRASKA'S OTHER BIG MARKET? 



THIS ARE/ 
IS 

LINCOLN 
LAND 




Have you noticed how much Ihe Nielsen 
NCS No. 2 has expanded Lincoln-land? 




MAY 1957 VIDEODEX 
PROVES KOLN-TV SUPERIORITY! 

The May 1957 Yideodex covered all TV homes in 42 
counties in Smth Central Nebraska and Northern Kansas. 
The rating* speak for theni.*ehes: 

SUMMARY— AVERAGE RATINGS, % TV HOMES 





KOLN-TV 


Stotion B 


Station C 


Station D 


Sign on — 1 :00 P.M. 


10.1 


5.1 


4.8 


3.5 


1:00-5:00 P.M. 


12.5 


7.3 


6.5 


4.5 


5:00-1 1 :00 P.M. 


22.3 


12.0 


9.5 


6.2 



Daytime and nighttime — Sundays through 
Saturdays — KOL.\-Tl' leads the second station 
by margins of ll'.c to 9'6',r '. 



vvkzo tv — grand rapio^kalamazoo 
wkzo radio — <alamazoo battle creek 

wj£f RADIO — GRAND RAPIDS 
vvjEFFm —grand Rapids kalamazoO 
KOLN-TV — LINCOLN NEBRASKA 
Aiwc>«*ed - »K 

WmCO RADIO — PEORIA ILLINOIS 




KOLX-TV. nun of America's great area ^lalinii*. 
co\ers Lincoln-Land, a rich 69-eonnty market which is as 
independent of Omaha as South Bend i.« of Fort W a\ne 
Hartford of l'n>\ ideiieo — or Syracuse of Rochester! 

Lincoln-Land lia< 206.200 s families with I9I.TI0* TV 
.And lale-t \HB. Telepnlse and Yideodex snr\eys all show 
that KOLVTY dominates this audience. 

A\ery-Knodel lias all the facts on KOL.VTY. the Official 
CBS outlet for South Central Nehra.-ka and Northern Karr*.i*. 

*See Nielsen NCS No. 2 

CHANNEL 10 • 316,000 WATTS • 1000-FT. TOWER 

KOLN-TV 

COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 

\\ et v-Knodel. Inc.. Exclusive National Kepre.-eiitatives 



sponsor • 3 aicist 195. 
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PRIMARY 
MARKET 



400,000 people in the 
Ann Arbor area respond 
primarily to local radio. 
It's a huge market AND 
NOT ADEQUATELY 
COVERED BY OUTSIDE 
STATIONS. 



ANN ARBOR 

AREA 

Includes Plymouth, 
Ypsilanti, Livonia and 
23 important industrial 
communities in Michigan. 

FIRSTinPULSE 

Most recent Pulse 
indicates WHRV's strong 
superiority... 18 firsts 
(half hours) out of 24. 

WHRV 

1,000 watts abc 1600 kc 

Major league baseball, 
University of Mich, sports 
Detroit Red Wing Hockey 

6:00-9:00 A.M. Joe and Ralph, 
famous in Mich, area 



Write for special merchandising 
plan or contact: 

BOB DORE ASSOCIATES 

National Representatives 

the door is always open . . . 



Bob Dore Assoc., 420 Madison Ave., N. Y. 17, N. Y. 

* JUNE '56 PUL6E 



Agency profile 



Jackson Taylor: Helmsman on & off-duty 

\hf hen it conies to steering accounts into tv, Jack Taylor, Lennen 
& Newell senior v. p. and account supervisor, admits to a small familv 
prejudice: flis wife comes from a long line of Hollywood producers 
and still admits liking features be they on or off tv. 

'"Of course, jou don't consider things like that when making an 
advertising decision," Ta)lor told SPONSOR. "For instance, we 
bought the NTA feature network right at the beginning of its career 
and we've been more than satisfied with the ratings. We were orig- 
inally encouraged by Colgate's experience on KTLA, and we found 
that we got realh good clearances through NTA for their features." 

Nick Keeseley. senior v. p. in charge of Lennen & Newell's broad- 
cast programing, works carefully with the management account 
supervisor before recommendations are made to the client. 

As for the future of the feature product, says Taylor, ''you ha\e 
no lifetime guarantee with live network packages either. To-date. 




A relaxed, informal man, Taylor thrives on "the pressures of advertising" 

NTA has plenty of material available for us. ' 

Bv fall, Emerson Drug, one of the accounts that Jack Taylor su- 
pervises, will be close to 100' r in radio and tv. Among the network 
programs which Bromo-Seltzer will co-sponsor are two new nighttime 
tv vehicles: Restless Gun (NBC TV) and Tic Tac Dough (NBC TO. 
both on alternate-week basis. 

"We seek circulation on tv," sa\s Taylor. "Given good circulation 
at an efficient price, we want just sufficient time within the program 
to do a good selling job with persuasive commercials. Program 
identification is something virtually past in tv because of the com- 
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lunation of high cost and big ri.*k, Resides, because of the jiuhi'i of 
t\ , a particularly pining show is likeli to o\ ershadow the sponsor. 
The audience remember* the program and its star-', hut not the 
message. This docs not mean that we would choose lcs„ci -.tars or 
prog raining. After all, the strength of a show dictates its circula- 
tion. Mill it does put the emphasis on the quality of the selling 
message rather than upon identical ion with the show as such." 

Other clients Taj lor snpcr\ises include McCorruick. Dromedary. 
.Mokeh -Van ('amp and Chicopee Mill*. Of these. Dromedary (dates) 
puts 100' i of its hudget into seasonal saturation radio efTorts around 
major holiday*. 

These accounts are all at least 50' < in air media. This \car the 
agency's over-all rate of hilling is $50 million. While the agency 
employs a total of 100 people to handle its comhined hillings. Tailor 
maintains that "the ratio of manpower to dollar hillings can \ari a 
great deal between different agencies." 

Agency .sen ices, he says, cannot he defined soleh in terms of the 
number of people employed, hut rather relate "'to I 1) the caliber of 
the talent and its price: I 2) the number of sen ices rendered for no 
additional fee to clients: (3) the cost of the basic work iinolied in 
creating advertising for clients. " 

"Marketing wns just academics" 

When Tailor got into adiertising "through my fathers best man* 
I hack in 1020 after graduation from the I niversity of W isconsin i 
"marketing was primarily a term in economics to he ignored once a 
gu\ made the transition between school and the business of ad\ er- 
asing. " 

Todav Tailor finds the situation within agencies icrv much re- 
versed. '"Fewer and fewer people have to know more and more 
about ever) aspect of the account thev handle. We've really become 
management consultants in effect in various areas. The agency busi- 
ness has matured to the level where the advertising strategist today 
realizes he can't absolve his responsibility simply b\ evolving a good 
media plan and effective copy and art. lie must also be thoroughly 
versed in client manufacturing problems, distribution, sales, pric- 
ing and packaging strategy. This development has made advertising 
both more challenging and more demanding than in the years prior 
to television."' 

There are main times when these demands intrude upon Tailors 
private life both at his Greenwich, Conn., home and on \aeations 
("rare though they be"). ''You learn to live a kind of double life.' 
he sa\s. "combining business with relaxation on the few occasions 

J 4. 

when you do take a vacation. " 

\etually. Taylor considers it a vacation well-spent when he takes 
off for an occasional weekend sailing trip in Long Island on a 
friend's sloop. "lie lets me take the helm." Tailor say> proudly. 
"But 1 think that's because his other guests won't so that far aivai 
from the cocktails scried below." 

Invigorated by sea-breezes. Tailor expounds agenci philosophy 
with fervor. 

"'In developing a strong agency today, ac<| airing new business 
really takes on a secondary role,*' he told sponsor. "We feel that 
the soundest growth in an agency comes from existing accounts, their 
business, profits and advertising expansion."' 

Lennen & Newell itself has nearly tripled its oier-all billings in the 
past five y ears, though the agency currently handles onh 16 major 
accounts. ^ 



KNX has more 
listeners in 
Los Angeles 
than anybody! 



More people listen to 
KNX . . . daytime 
or nighttime . . . 
weekday or weekend . . 
than to any other 
Los Angeles station* 
That's just one reason 
why 50,000 watt KNX 
is Southern California's 
j 1 radio station. 




TuUe cj Los Angela -March -April, 1957 



SPONSOR • 3 AUGUST 1957 



69 



mq or Going 
KBTY is leader 
in DENVER TV 

Whether you ore just moving into the Denver 
market, or olreody going "greot guns" here, 
you need Chonnel 9 becouse KBTV is FIRST 
in Denver when ond where it counts the most! 





KBTV first* in quorter-hour 
leods (by more thon one roting 
point), between signan** ond 
10:00 p.m., Mondoy through Fri- 
day. 

KBTV leads* during the some 
time period in "share of audi- 
ence". 

KBTV occupies* 4 of the 5 
top spats in the cumulative rot- 
ings of 21 locally produced pro- 
grams. 



KBTV first in Denver far pro- 
motion, with solid, successful mer- 
chandising cooperation for its 
odvertisers and, most importont, 
SAIES RESULTS! 

Coll your P.W.G. Colonel todoy. 

Buy the station in the rich Denver 
morket thot delivers People and 
PURSES . . . Impocts and RE- 
SULTS! 



z 



*KBTV sign an 10:30 a.m. 

'ARB Denver Survey 
-Moy, 1957 

'i Quorter-hour leads 

' Percentage of oudience 




Write, wire or Phone KBTV ar Peters, Griffin, 



Woadword, Inc. 



KBTV chann « | 9 



News and Idea 
WRAP-UP 




DENVER, COLORADO 
JOHN C. MULLINS f?* JOSEPH HEROLD 
President Stolian Monager 



ADVERTISERS 

Whore there's a t\ set there's a 
way to .sponsor n tv show, even if 
there's no television (Station, 

In Adelaide, Australia, a region 
still without television facilities, a lo- 
cal retailer set up a tv cabinet in his 
store window and using a 16-mm pro- 
jector and a mirror, showed / Love 
Lucy films for a week, five times a 
day, to promote Sheaffer Pens. Sheaf- 
fer sponsors the Lucy show in Down 
I uder areas that have television. 

Myer Emporium Limited, the store 
that staged the sidewalk show, reports: 
"A strong effect on the Adelaide and 
South Australian buying public . . . 
and a little trouble with the local City 
Council for obstructing traffic. 



This promotion idea conies from 
Garher liniek Co., Saginaw, Mieh. 

The auto firm recently sponsored a 
contest on Saginaw s radio stations, 
WKNX. WSAM. and WSCW. which 
asked teen-agers to write on the sub- 
ject of wh) the family car should be 
safety checked. Aside from major 
prizes, each contestant also received a 
copy of a record of "Tiger on Wheels," 
speciall) prepared for Garber by its 
agency, Parker Advertising. 

The recording got such a warm re- 
ception that the disc jockeys gave it a 
lot of play, and a local coin machine 
operator even placed it on jukeboxes 
around the city. 'Tiger on Wheels" 
wound up spinning out a lot of extra 
promotion mileage for Garber. 



Spot announcements; The elec- 
tric industry is getting set for its Live 
Better Electrically "Fall Push'' pro- 
gram. Appliance manufacturers with 
network television shows (G.F. and 
W estinghouse I are getting behind the 
campaign and will donate commercial 
time. Local utilities will rccei\e com- 
mercials kits including open-end. filmed 
commercials, scripts and recording:- . . . 
Lentheric. in announcing its Christ- 
mas lines. says it is dropping the term 



'Bouquet' for the more usual name, 
cologne. 

People in the news: Donald Gaily, 

vice president in charge of ad\ertising 
and merchandising for the Nestle Co., 
has been appointed chairman of the 
program committee for the 4oth An- 
nual Meeting of the Association of 
\ational Advertisers on 2o-30 Octo- 
ber. The meet will be held at the 
Chalfonte-Haddon Hall, Atlantic City . 
. . . Dr. Hal G. Johnson has been 
elected a vice president of the Vick 
Chemical Co. . . . John G. Holme, 
formerly manager of new products de- 
^elopment for Paris & Peart, has joined 
Reynolds Metals as manager of gro- 
cer) and drug market sales. Holme 
succeeds Ralph Fields who has been 
promoted to the newly created po>t of 
director of sales promotion and mer- 
chandising for all consumer markets. 
. . . Kenneth A. Bonhani has been 
named president of Whitehall Phainia- 
cal Co. 



AGENCIES 

Guild. Bascoin & Bonfi«li. "ohi" 

~ ^ cr 

after the title of "the most off- 
heat" ad agency, has dreamed up 
this campaign: 

The agency's objective is to get 15 
million people in the New York area 
during the next 10 days to talk about 
\ucoa (a Best Foods product I . 

Modus operandi includes 57 news- 
paper ads and 567 radio announce- 
ments. Center of the campaign is a 
skywriting amateur named Dudle\ who 
is attempting to write "Sucoa at noon 
every day until he spells it correcth. 
lie's being egged on In the radio mes- 
sages (featuring Stan Freberg I . Trou- 
ble is Dudley is not supposed to be a 
verv good speller so it'll be "\00PS". 
"XLWCO" 'M"C0V. "\00C0" un- 
til he finally bits on the correct spell- 
ina. 

\ew agency appointment*: Ojjilvy. 
Benson & Mather for Zippo Manu- 
facturing llightei>. flints and lighter 
fuel) effecti\e 1 October 1957 . . . 
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Hick** <X (JrHxl fur Mahl-Mi-MT l<> 
handle ;ill iulvcil i-i nji <>n Kerri* and 
-laid- Met cr meal | ii < xl in l - clTccl i\ c I 
•*»rpt«*nil»ei l l )7u . . . Clements Co.. 
Philadelphia, fin \l. \. Binder \ >oii* 
paint manufacturer.** I nut I VI. A. B. 
Paint "Moresl for all radio-l\ aiker- 
lih'tim . . . I)«ilt«*rt} . Clifford, Steer.** 
X Slienlichl flic all advertising dm 
llic Julni (J. I'alnn (]n. I Oven l*'ri*sh 
hiand rake product** i account . . . 
Kin Burron, Inc.. Bu-lun. fur Cali- 
lornia ( ) I i \ < • Oil. Hadio ami new ~- 
pypei- will l>r iwd . . . Blttitti'- 
7 h <t in p mi ii fur \\ ajincr Making. 
Newark. In handle advei tis-hiii fur ell- 
lire line uf retail and institutional 
backed | n i >< lutl- . . . I'rodnct Serv- 
irt'# fur ihe Shetland Co.. L\nu. Ma--. 
I\ will be u-ed -larlinj: September in 
it) markets- to promote Shetland - 
Imu-eliuld electric appliance that 
-mil"-. wa\e- and hull- Hour- and 
shampoo*, ruu- . . . Bruce B. Brewer 
.K (.0.. M iuneapoli-. for lied Slai 
\ ea»l *\ Products Co.. Milwaukee, ef- 
fecli\e I ."vpleitiner . . . Calkins »X 
Hol.lcn for WMHM-TN . Chiea-o. and 
ihe Stale Mutual Sa\ \n>j- \ Loan \-- 
-ni ialiun. l.n- \ni:ele- . . . Edward II. 
\\ ri.-f «K ('.a, for Ma<! Beer I Carlm-i 



Brewhifi product) In handle ihe Inew 
in it*. -e\ en -tale di-li ihnlinn area ef- 
ferine I October . . . .%!*»** J hum. 
I.oni* «K Brorln fur the \c\ nil |)i- 
\ i-hm of I11l1i11ali1111.il Mineral- \ 
Chemical (.'cm p. 

.Merger- and eliuii»c>« : Martin J. 
Simmons ertit»in»j ha- incited 

with Stern. \\ alter* X Jnsler. lioth 
uf Chicago. \ew name will he *Mern. 
\\ alter- «K Simmon*. . . . The Budnw 
•*rti!»tii«: .Ajjeiie;., Colmnbu**. ().. 
ha- heeume a partnership and will 
uuw operate under the name uf 
Kndow «K \l|ier.«*. 

Personnel note*: Patrick J. I'la- 
Itert} 1 1 a - heen appointed an account 
e\eculi\e and public relation- director 
fur Grunt \d\ ei li.-inj:. Dalla- ulliee. 
lie ha- ju-l heen Inm-fencd from the 
a<:ene\ - Chicago ulliee . . . .Mike 
Baniue has left the Seattle Time- In 
join \d\ erlisinj: (."nnn-elur-. Seattle, 
a- a junior account e\eeuli\e . . . 
Tlimmi* II. Cci*'m;ier. formerl*. new 
product- manager uf the Mennen (To,, 
ha- been named marketing -npcr\i-or 
of Law renrc C. C.uicbinner \gene\ . 



New ^loik . Dun <.a\itt. mu-l ir- 
tenlh a fiee-lanee auimmirer and 
writer, ha- joined tin* Nemei \d\ri- 
ti-ing \f.M'lif\, M iiiiiea|iuli-. ;i- an hi - 
euilllt executive . . . Vtlaill Rcitie- 
iiiiiikI. r; i i I i i i - 1 \ < I i i <-<!•>) uf Bnili.inaii- 
I liuiiia-. Omaha, ha- te*OfilM*il In e»lab- 
li-h hi- own ad\ erl Ning agrnr*, in 
Omaha . . . Kenneth B. Haiimliiisi Ii 
ha- heen appointed \ ire pre-idenl and 
general niaua^ei of tin* John |- . Mur- 
ia\ \d\erli-in^ Vjirncv. New ^luik. 
I'rev inii-K \lmra\ wa- marketing 
manager uf new product- fur M. T. 
Babhill. Inc. . . . Jon \V. Barkl uir-t 
ha- left Vl!(! to join \\ \ man \d\crti- 
iuj;. >an Frniici«*cu, a- diiectur of nicr- 
chandi-in^ service- . . . (i»*or«zr 
(iliaiulici lin and Vrtltitr I *«i|tf n*it- 
hcr<r ha\c re-ijiiicd from \\ I \ J. Mi- 
ami, to head up the new Miami office 
of llenrv Onednaii. Inc. . . . Ileiirx 
Oilman ha- heen appointed director 
of radio and t\ production fur I. mil 
Mojml C.tt. (iolinan ino-t recenth 
-cr\ed a- director of l\ pi'ujiiaill de- 
\elopiiienl for the Ihealre ( • u i I < I . . . 
Stanley (I. Bahu-cn ha- joined /Am- 
met. Keller »\ (ila\erl a- aecoiiut man- 
ager . . . Jack K, Selnicider. forinei • 
l\ inercluindi«-inir nunumt'i of the cum- 



— = & 





defined by 
dictionaries as 
achievement * . . 
effective operation 
exhibition of skill 

Such standards are WIS-TVs 
in all operational phases — 

ACHIEVEMENT— in attracting viewers in more South 
Carolina counties than any other station in the state. 
(NCS No, 2, 1956) 

EFFECTIVE OPERATION —produces overwhelming 
audience dominance day and night. 
(Any ARB study of Columbia) 

EXHIBITION OF SKILL— in programming,' production 
and promotion produces phenomenal sales results 
and enthusiastic advertiser acceptance, 
(facts on file at PGW) 





WHEN PERFORMANCE COUNTS WIS-TV-10 




B 



G. Richard Shafto, President 

Charles A Batson, Managing Director 



Represented by Peters, Griffin, Woodward, Inc. 



COLUMBIA, SOUTH CAROLINA 
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A pictorial revietv of local 
and national industry events 



PICTURE WRAP-UP 




"^^AKE up °n free weekend in Panama" 
was offered promoted by WAKE (Atlanta) to 
w ind-up Big Apple Super Market, Inc's sum- 
mer-long campaign. Station personnel above 



Opening of Food Fair in northeastern 
Pennsylvania bad these five pretties in 
pink from head to toe to add color to 
event. WDAl-TV's Tom Powell interviews 







Proclaiming W11LF- 10th Anniversary, 
Mayor Win. 0. Guide (r.) of Hempstead 
granted one-week's new name for local street. 
Paul Codofsky. WHLI's pres.. provides ^ign 



Skywriter Dudley (1.) gets la-t-miniite 
instructions from comic and coach Stan 
Freberg before flight aloft over New York 
to trv to skvwrite the word \1 CO A 





Celluloid by the mile: Two miles of film 
(over 10,000 feet of it I was gathered by 
C11CT-T\ new- men for coverage of Calgarv 
Stampede, \bove. -hooting bronco blister* 



Promoting WTRY new- coverage via a 
fleet of mobile transmitting units. Carole Mi- 
rhacl-on give- souvenir to Martin Breuhl 
of D-F-S. Kenneth Cooper. WTRY head 1 1. 1 
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You're in 
good company 
on WGN-RADIO 
Chicago 




Top-drawer advertisers 
are buying WGN 

Join tiic nation's >marte>t 
time-buyers w ho si •led WGN 
for results! 1U37 promises 
exciting new programming to 
make \\ OVs policy of liifdi 
qualitv at low cost even more 
attractive to you. 



TERRE HAUTE, 

Indiana's 2nd Largest 
TV Market 



251,970 
TV Homes 




BOLLING CO. 
NEW YORK 
CHICAGO 



WTHI-TV 



menial dhision uf Hotpuinl (.<<., ha*, 
joined \\ . B. Dninier X Co. a* mi ac- 
eomit *tipen i-or . . . Dux id Ofncr. 
Jr.. luis joined inereliandi-4rijs 
s|;dT in I lie Uiicajio oilier a*- media 
iiien liiindisiiij; manager. Ofner comes 
from ('lull \ In 1 1 1 i i ) 1 1 1 1 1 I'roiK. where lie 
wa> fi**trt;ml ad\ eili-ing manager . . . 
Hk-harcl C. \Vri»ht lia* lefl WJW- 
TV. CIe\elaml, to join ISKIK). New 
\iirk, a* a media -Hperv i*«or . . I C < • I > - 
ert I. lilnnn-ii tliiil and Howard I']. 
S;nnls. Jr.. haw joined Keaeli. \h- 
Clinton a> account e\ecnthr», 1 1 1 11 1 1 ■ - 
enllial enntes from Kobert W. On \ 
Wociate* and Sands from BM5 . . . 
Kd\v;ird \V. .Mnrtfelill lias been ap- 
pointed to the hoard of directors al 

Thev hccnine x.p.'?. this week: 
James A. Denrborn at K&K . . . 
Gerald T. Arthur, media director in 
the New ^ ork office of Fuller \ >milli 

& Kosv. 



NETWORKS 

Adxcrtisrrs interested in ;i ni^lit- 
tinie alternate week show will find 
openings on ;ill three networks. 

ABC TV lias lit roe alternate week 
balf-liours l Sugarfoot. Colt •/.> and 
Jim P>ouie) phi- some alternate week 
time available on \avy Log. 

CBS TV ha> tbree alternate half- 
hours open I Harbourmaster. Leave It 
to Beaver and Perry Mason). 

NBC TV open alternates include one 
hour I Suspicion I and fixe half-hours 
I Price Is Right, Restless Gun. The 
Calijornians, Tic Tac Dough, and Life 
of Riley). 

Note: of the 12 >liow> lifted above. 
fi\e are \\ es»lenis. 

NBC TV tlii? week made its first 
move to implant the anrsi of lead- 
ership in the field of program spe- 
cials as far as the 1957-58 season 
is concerned. 

1 lie network* top !>ra» di.-closed 
before a si/abl\ attended pre**- confer- 
ence in Radio Cit>. N. V.. that it had 
14 *eparale -eries of special* >ched- 
uled. and altogether 100 such program 
species, for the next season. 

Kail network \\ programing note?.: 
Al ii in in mil Limited bad decided to 
take the Omnibus ride again and will 
sponsor one-third of the serie> when 
it makes its NBC TV debut -tartincr 



In Houston 
the turn 




that our 
family 



of stars 




are a 



pleasant part 
of their 
families 



because we 
show them 
every day 




in the 
greatest 
shows . . . 
network 
or local . . . 




HOUSTON'S 
BEST BUY 

KTRK-TV 

CHANNEL 




THE CHRONICLE STATION. CHANNEL 13 
P. O. BOX 12, HOUSTON 1, TEXAS-ABC BASIC 
HOUSTON CONSOLIDATED TELEVISION CO. 
General Monager, Willord E. Wolbridge 
Commercial Manoger, Bill Bennett 
NATIONAL REPRESENTATIVES: Geo. P. Mollingbery Co 
500 Fifth Avenue, New York 36, New York 
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You're in 
good company 
on WGN-RADIO 
Chicago 




Top-drawer advertisers 
are buying WGN 

Join the nation's smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN's policy of high 
quality at low cost even more 
attractive to you. 



the 




for 



SPOTS 



\ 



/ 



TOP SHOW 
ADJACENCIES 
AVAILABLE 

SELLING 

101 nnn **. WESTERN 
191,000 Watts MONTANA 

KMSO-tv *- f £'* 

TRANSMITTER 
100 MILE RADIUS 
ATOP 

TELEVISION fhe ONLY 

MOUNTAIN Station 

Serving Western I 
ELEVATION Montana 

7000 FT with Live 

Programs 




Sunday, 20 October (4-5:30 p.m. I . . . 
The Slid TV «Ws has added an- 
other sponsor, the Glidden Co.. in the 
alternate Wednesday 6:45-7 p.m. and 
7:15-7:30 p.m. spot starting 9 Septem- 
ber. 

Network ratlin notes: Life Maga- 
zine has ordered a one-fourth share 
of the NBC \eius On the Hour, start- 
ing 19 August . . . Angostura- Wu|>- 
perimuin is entering network radio 
for the first time in its history starting 
in September. Vehicle ~v\ 111 be CBS 
Arthur Godfrey Show. 

Job notes: Raymond F. Eieliniann 

has been named director of sales dc- 
\elopinent and research for ABC Ra- 
dio. Lichniann comes from John Blair 
& Co. . . . Simon B. Siegel, who is 
treasurer of AB-PT and ABC is assum- 
ing the additional responsibility of co- 
ordinator between the five ABC o&o 
tv stations and the network . . . Don- 
old B. Hyatt has been appointed man- 
ager of NBC TV s special projects pro- 
grams. Other executive staff changes 
in the special projects organization in- 
clude James Nelson, former assistant 
to the president of NBC. now manager 
of program sen ices and John \V. 
Kiermaier. previously in charge of 
administration for the public affairs 
department, has been named manager 
of administration for the special proj- 
ects division . . . Nathan Stone ha> 
been appointed to the station relations 
staff of CBS TV. Stone comes from 
VI BS where he was director of re- 
search. 

TV STATIONS 

WLBR-TV, the new Triangle 
UHF'er in Lebanon-Lancaster, Pa., 
is using feature films as a lure to 



build a convertei 

Triangle under 



audience. 

the direction of 



MISSOULA, MONTANA 



• in " 
HOUSTON 

the 

QK Negro Radio Buy 
is 









Roger W. Clipp, v. p. radio-tv division, 
has launched "Operation Bow-Tie" 
contest and promotion plan to push 
conversion was kicked-off this week in 
Lancaster via a dinner and meeting of 
175, including representatives of co- 
operating set manufacturers, tv deal- 
ers, sen icemen, distributors, press and 
radio-tv. 

At the dinner John I). Scheuer, Jr.. 
Triangle's director of public relations 
and programing, and Frank B. Palmer, 
general manager of WLBR-TV. ex- 
plained the promotion plan and use of 
materials in detail. The station's film 
library, which it calls "The World's 
Best Movie.*."' was previewed. WLBR- 
I V's programing will feature over 
2500 films from the MGM. Warner 
Brothers. 20th Century-Fox and RKO 
libraries — all exclusive and first run in 
the Lebanon-Lancaster area. 

WHNC-TV, New Haven, is going 
all out (or all under) in a promo- 
tion to launch the Budweiser spon- 
sorship of Tiie Silent Service this 
week. 

The big splash includes a subma- 
rine trij) for sponsors, agency repre- 
sentatives and newsmen. With Na\ \ 
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Chmil yntr pimptvts n itb tlv SsiL,IlSpomi 
of K\\TV-Okl.,lxmn, City 




FILM COMPANY 

3825 Bryan • TA 3-8 158 • Dallas 



cooperation ill)' -talioii will -l.i^c a I i\ 
lnoadea-l from .i -ulniH'i «.'r<l -til). 

Intriroliliiioiital S«T% icc.t, tin- firm 
lliiil Iwis l)onglil mil Vdiim \ iiiiug 
liili-i'iiiiiiiiiiiil (lor S.")(». (»(»(» pluf.) 
plans lo act as a cim*nll in*» as »t*ll 
as rep organization. 

Consulting -rrviic- will lie nimt>il 
r-prriallv Inward l\ -lalion- wilh pro. 
gram, pn l tiiulai lv film. Inning a- a 
major function. 

'I his \sc«-U VS S\ A- T\ , llni i i-on- 
Imi'g, \ a., nnvi-ilt'il its new elec- 
tric eoverage map lor agrncv. ad- 
\ertiser and pros rcprc-c n t;il i\ c - 
in JNVw Y ork, 

I <iug a standard I .S. \rm\ relief 
map. five feet li\ fi\e feet. et|iiiji|ie(l 
with towers and pilot lamp?, for tin* 
stations in llirliuioml. \\ a>liiugl»ii. 
D.C.. Roanoke and I Ian i-onlmrg. llie 
demonstration v\a- designed to -how 
eaeli individual station's roverai'e pat- 
tern tlie light circle*.. 

Hamilton Shea, president of \\ S\ \- 
I V. said the demonstration de- 
signed to -how that the greater \ ir- 
ginia area require- all four stations 
for full coverage 1>\ national and re- 
gional advertiser-. 

T\ applications: Between 15 and 20 
Jnh one const ruction permit wa- 
granted and three applications for new 
-tations fded. 

Construction permit went lo ho()0. 
Inc.. Sioux Fall-. S. I)., for Channel 
I.H. Sioux Tall-, permit allow- 2JS.97 
kw \ i-ual. 

\pplieatiou- were made h\ : Slier- 
rill C. Corwin. Los \ngeles. for Chan- 
nel 34. Los Angeles. 251 kw visual, 
with tower 2.7<°>2 feet ahove average 
terrain, plant $265.0011. y earls oper- 
ating cost $250,000: Midland Broad- 
casting Co.. Yloline. III., for Channel 
o. Moline. 316 kw v i-ual. with tower 
1 000 feet ahove average terrain, plant 
$7.'-}2.500. \earlv operating cost $600.- 
000: and Farmington Broadca-ting 
Co.. Farmington. V \L. for (Channel 
12. Farmington. 31 kw visual, wilh 
tower 3of) feet ahove average terrain, 
plant ^llO.fo-'L vearlv operating co-l 
$125,000. 

Station changes: King Broadcast- 
ing Co. (Seattle) lias announced the 
formation of the KBFM Broadca-ting 
Co. I Spokatiet for the purpose of Inn- 
ing KBFM- \\I-F\1-T\. Spokane . . . 
CFCJ-TV are I lit* new call lellers for 
CFP\-T\. I'ort \rlhur-Fort William. 



OUR PULSE IS 

STRONG 



AND 



STEADY 

18 hour average 

KTRN 50.0 

Station B 22.0 

Station C 17.0 

Misc. 11.0 
"Hooper says 62.0 

Includes bird calls, smoke sig- 
nals, red flares and distant 50 
KWs. 

KTRN 

Wichita Falls, Texas 

Burlce-Stuart Natl Reps 



SPECIALIZED NEGRO 
PROGRAMMING 

With 100% Nagro programming par- 
sonnol KPRS is offoctivary aWacting 
tho buying habits of its vast, faithful 
awdienco Your sabs mossago wastes 
neither time nar money in rtacking 
tho heart of its "proforrod" market 
•vying rim* on KPRS is lib* buying tho 
•nly radio station in a community of 
127,600 activo praspocts. 



1,000 W. 1590 KC. 

KPRS 

KANSAS CITY, MISSOURI 
.Far enrai/obififios call Humboldt 3-3100 

ItoreiMtto' Natkoatty by— 

Min E. Pearson Company 
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You're in 
good company 
on WGN-RADIO 
Chicago 




Top-drawer advertisers 
are buying WGN 

Join the nation's smartest 
timc-huvcrs who soled WGN 
for results! J 957 promises 
excitintr new programming to 
make \\ GN's policy of high 
quality at low cost even more 
attractive to you. 



1m "TftueA 




.... when we should he quoting 
folks like Mrs. R. 0., who says, 
"We are newcomers to Topeka. and 
from the very start it has heen your 
radio station that made me feel 
at home here. Your announcers 
seem like old friends, and you offer 
programs of quality and genuine 
intere-t. Keep up the good work!" 

5000 WATTS e TOPEKA, KANSAS 

mm 

Rep. by John E. Pearzon Company 



Ontario . . . KUTV, Salt Lake Cit), 
is Hearing completion of its $150,000 
expansion program which will add 
7.000 additional square feet of studio 
operating space . . . WWL-TV. New 
Orleans, is completing work on studios 
and offices and will be in operation by 
September. 

Focus mi personalities: John IV . 
Nickell bas been appointed to the sales 
promotion and research staff of CKLW- 
AM&TV, Windsor, Out. Nickell conies 
from Ronald's Advertising, Montreal 
. . . John W. (Jack) llighherger 
has been named publicity and promo- 
tion manager of WLV-I, Indianapolis. 
Iligbberger formerly was with K A HD- 
TV. Wichita . . . Frank O, Sharp 
has been named administrative assist- 
ant to the management of WFBM- 
\M&T\. Indianapolis . . . Maurice 
II. La belle lias been appointed public 
sen ice director for WTVj. Miami. 
Labelle comes from MandeH-Newman 
Associates. Miami Beach . . . Tom 
Shcclcy bas been appointed bead of 
the new KELO-TY, Sioux Falls, oper- 
ations ... J. C. Johnson bas been 
named manager of KPLO, Winner- 
Cbamberlain-Piene. S. D. KPLO is a 
semi-satellite of KELO-TY. Sioux Falls 
. . . Steve Halpern has been appoint- 
ed publicity director for KYW-TV. 
Cleveland. Halpern comes from 
WCKT-TV. Miami . . . Bill McNabh, 
Jr. has been named an account execu- 
tive on the local sales staff of KEY-T. 
Santa Barbara, Calif. . . . Jim Terrell 
bas been promoted to commercial man- 
ager of WKY-TV, Oklahoma City . . . 
Rusty Burton, formerly of WTVJ, 
Miami, bas been named production 
manager and acting program manager 
of WFGA-TV, Jacksonville. WFGA- 
TV will start operation 1 September 
. . . James H. Ferguson, Jr. is now 
general sales manager for WLP, 
Springfield. Mass.. and WRLP, Green- 



field, Mass. New sales manager for 
WLP is Edmund J. Hughes, Jr. 
and taking over in the same spot for 
WRLP is Philip J. Kenison . . . 
Richard Barron bas been named to 
bead the newly combined promotion 
departments of WSJS-AM&TV, Win- 
ston-Salem, and Jean Isenhower, for- 
mer radio promotion manager, bas 
taken over the combined radio-tv pub- 
lie service department for WSJS. 

RADIO STATIONS 

FM Unlimited is a new national 
sales representation and promo- 
tion organization set up exclusive- 
ly for FM stations. 

Headquarters for the new firm are 
in Chicago and under the supervision 
of Charles W. Kline. 

A New York office has heen set up 
under the direction of Edward Mer- 
ritt and Los Angeles and San Fran- 
cisco offices are expected to be opened 
shortly. 

Kline is commercial manager of 
WX1B. Chicago, and Merritt is co- 
owner of the station. 

Promotion idea round-up : KWTX, 

Waco, Tex., used this method to sell 
nighttime radio to a client: Station 
manager "Buddy" Bostick flew Zale's 
Jewelers manager. Irving Melitz, over 
the city of Waco at night showing 
him the number of cars on the streets. 
Outcome was a heavy schedule of eve- 
ning announcements . . . WTRL. 
Bradenton. Fla., salesmen carry tran- 
sistor radios slung over their shoulders 
at all times and the sets, which pick 
up only WTRL. are always turned on. 
WTTM, Trenton. N. J., to aid in pub- 
lic service effort, has mailed to 600 
clubs and civic groups in the station s 




"I just love those KRIZ Phoenix an- 
nouncers." 
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li-lriiiii^ area, a |)iiiileil talk dm Imu 
an organization can il(*\i'ln|i an cITcc- 
li\r |inlilir relation- program. Talk 
was »i\ni 1>\ Tit'iiton a < 1 - 1 1 1 a 1 1 David 
t II* 1 > •'uljje tiuil points nut that rmu- 
miniilv ratlin station- an- riTfrthr 
nitiltlt'is of pulilir opinion. 

"What pile- o! vm-mIiIi li.it 1 1 lie u«'- 
t liiiuilatrtl to his own portion, 
I lo>» in tin* naiiic of thrift docs 
lie rake this together':' Marry and 
forsooth, he hath put tlie first dol- 
lars of every pay envelope into liis 
(tjniiigs areonnt at the First Na- 
tional Hank." 

Tin* i- a '•ample of the Shakespear- 
ean llavor put into all rommeicial- l>\ 
\\ l/K. Sprin-ifielil. ().. to promote the 
annual \ntioth (aillriii* >pakr-prari'- 
PYr-tn al- 1 ndei -The-Nar- last week. 
Other parts of the scheme included 
special -tation hrcaks. interview.-, old 
Eniilish ad lihs and quote-. 

FINANCIAL 

Stock market quotations: Follow- 
ing stocks in air media and related 
fields arc listed each issue with quota- 
tions for Tuesdav this week and Tues- 
day the week before. Quotations sup- 
plied by Merrill Lynch. Fierce. Fenner 
and Ilea nr. 

Tue<. Tue-. Net 

23 Jnl> 30 July Change 
\w ) ork Stuck E.xchanpe 



USI'T 
\TXT 
\\ci> 

Ln> "\" 

( iihnuliia Pic, 

Lowe's 

l'araniouni 

KC\ 

s n>rer 

$0tll-Fox 

Warner Hro<. 

\\ e-tin"honse 



20', 
I73 1 -.. 

7 1 , 
32"'- 
19-S 
18 7 - 
33 :l - 
36 1 - 
25 7 - 
26'-.. 
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31 

19\ 
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25*, 
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23 
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American Stork F.xrhans 
\llie.l Artists 3» t 3 
<\\f ^uper 7 - 1 

Dn Mont Labs. 5 I 7 - 
('.nil.! Films 2 :! , 
\T\ 7*, 
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THERE'S NO 

SUMMER SLUMP 

at 




Like the Texas Temperature Our Billing is 

Going UP ... UP ... UP 

During the Summer Months 

(Jan. -June, 1957 Percentage Increase Over 

the Same Period in 1956) 

Local Sales 26% Increase 

Regional & National Sales 148% Increase 




\ JOIN THE GROWING LIST OF K-NUZ 
1 ADVERTISERS WHO ENJOY 
r SIZZLING SUCCESS STORIES! 



i :i : LIN 



HOUSTON'S 24 HOUR MUSIC AND NEWS 

National Reps.: For joe & Co. — Southern Reps.: 

New York • Chicago • Los Angeles • CLARKE BROWN CO.— 

San Francisco • Philadelphia • Seattle Dallas • New Orleans • Atlanta 

IN HOUSTON, CALL DAVE MORRIS, JAekson 3-2581 
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A Natural Combination! 




WSAI. Cincinnati 

the most effective station in America's 
16th market. With programming planned 
for Cincinnatians, WSAI's audience has 
grown consistently and amazingly in 
the last 5 years. WSAI is Cincinnati's 
"new" sound for selling. 






T INC. X 

— distinguished in the field of radio 
representation by extensive client serv- 
ices, research, and techniques of modern 
selling. ([The two form a natural com- 
bination: WSAI — the sound of success, 
and Adam Young — sound selling. 



V 




Adam Young, Inc. 
Young Television Corp. 
Young Representatives, Inc. 
Young Canadian, Ltd. 

3 East 54th St., New York 22, N Y., PLaza 1-4848 

Prudential Plaza, Chicago 1, 111., Michigan 2-6190 

317 No. Eleventh St,, St. Louis, Mo., MAin 1-5020 

6331 Hollywood Blvd., Los Angeles 28, Calif.. 
HOllywood 2-2289 

Russ Bldg (Rm. 1207), San Francisco 4, Calif.. 
YUkon 6-6769 

Statler Office Bldg., Boston 16, Mass., HUbbard 2-6117 
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What's happening in U. S. Government 
that affects sponsors, agencies, stations 
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The box score to date of compliant* arising from the new FTC radio-tv mon- 
itoring unit look* about like this: 

• Whitehall IMiariuaeal is ready to fight ehargn* of false advertising nnlcsn 
the FTC takes similar steps against competitors. Argues WhitehaM : If the competition 
is permitted to make the same claims, we arc fared with "economic extinction." 

• Mciitholatum and Omega are giving thought to settling their affairs via the 
consent decree route. 

• Ilclene Curtis — cited in connection with Knilen Shampoo — is studying the 
hill of complaint. The Fl'C (|uestions Enden's claims (1) as a cure for dandruff, ami 
(2) that tli*> condition will return as soon as the product is discontinued. 



The FCC this week agreed to take another look at the question of legalizing 
\ HF repeater stations. 

Previously the commission hail turned down the proposal on the ground that one- 
channel repeaters would cause interference not onh to tv stations hut other services. 

The FCC had suggested that I HF translators operated on "nncongested" frequencies 
would he preferable. 

Responsible for the reconsideration: A visit to Washington by a Western 
delegation headed by Colorado Governor McNichols, who pleaded that UHF trans- 
lators can't do the trick in mountainous areas. 

Now the FCC is asking for arguments in written form for and against the re- 
peater idea by 1 October, hut with this caution: It wants only engineering facts about 
interference. 

Only employees in the security and commodity brokerage business earn 
higher average salaries than employees in radio and tv broadcasting, says the 
Commerce Department. 

Over recent \ears. the average earnings of people in broadcasting showed this range: 
195C. S6,584; 1955, $6,333; 1952, S5.559. 

The Commerce report also indicates that the public spends over twice as much 
for ''free" radio-tv entertainment as it shells out at all the film theatres around 
the country. 

Radio-tv sets in '56 accounted for expenditures by the public of $2,442 million, (plus 
another $756 million for set repairs). The total film theatre take was $1,298 million. 

The nomination of Frederick Ford as FCC commissioner floated through the 
Senate Commerce Committee without a ripple this week. 

Confirmation will be automatic, once the civil rights squabble is out of the way 
and the Senate returns to routine matters. 



National income was at a seasonally adjusted annual rale of S355 billion in 
the first quarter of 1957 — $19 billion higher than in the like '56 quarter. 

Value of the gross national product in the first half of this year was about 
6% higher than the 1956 mark (with both prices and volume of output higher). 

The consumer price index chalked up another 0.5% rise, but the actual purchasing 
power contained in pay envelopes of factory workers increased by a half per 
cent during the first half. 

RETMA has voted to change its name to Electronics Industries Association. 
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FOR OVER 10 YEARS 



Every year for more than a decade SPONSOR 
has gone up in advertising pages. 




advertising pages. 



1946 





1947 



1948 



1949 



1950 



1951 



THIS UNPARALLELED RECORD OF GROWTH 



IS NO ACCIDENT! HERE'S HOW IT HAPPENED . 




)THING BUT 





3608 



1953 



1954 



1955 



1956 



1957 



No magic formula — just a simple case of an increas- 
ing number of advertisers discovering that adver- 
tising in SPONSOR pays off.* 

SPOiNSOK spotlights its editorial content 100% to- 
wards advertisers and agencies — and really hits the 
target. So much so that SPONSOR'S 1956-57 fiscal 
year recently ended showed advertising volume of 
SI. 000.000. 



* Write for the factual record of 
WOLF. WHAT. KPQ. WTXL 
and Storz in SPONSOR. They'll 
show how you can build your 
spot revenue in your market. 



SPONSOR 



A round-up of trade talk, 
trends an/! tips for admen 



SPONSOR HEARS 
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Jot this down as a major reason why so many accounts switched agencies in the 
late spring. 

Advertisers took a look at their agencies' campaign plans for the next fiscal year and 
didn't like the figures they saw. 



Madison Avenue is shedding a quiet tear for the research department at Emil 
Mogul for the big question mark Manischewitz Wine left hanging in mid-air when it 
-witched to Gumbinner. 

From January through 3Iay, Mogul researchers had been gathering data to 

determine which was more effective in selling Manischewitz Wines — tv and radio or news- 
papers. 

To complete the probe, the client was to furnish Mogul with sale? figures some time 
last month. Instead there came a "Dear John"' letter. 



If jou're passing through the main shopping area in Jamaica, L. 1., and a foamy 
blonde asks you to step into a merchaiidiseless store for a "test,*' don't get funny 
ideas. 

It's the Ted Bates agency trying out sonic new commercials for "memorability." 
"believability."' and "incitement to action. ' 

A projection machine and a flock of folding chairs are the lone furnishings 

of the "store/' Once a month there's a door prize. 



Timebuying gradually is acquiring an alphabet of its own. 

The two sets of letters getting the heaviest workout are: 

R.O.S.: Run of schedule, meaning that stations may use their own discretion in 
slotting announcements. 

T.F. : Till forbid, meaning, "run those spots until you get our cancellation." 



Meantime these research terms are losing their vogue: 

Sponsor identification: Split sponsorship nudged this one into the limbo of the 
meaningless. 

Day-part: Multi-interviewing set owners to find out what they've been listening to dur- 
ing the past two or three hours, or other period. 

Follow-up: Interviews about a program right after its conclusion. 

Not all the fabulous figures in air showmanship made their mark in big-city 
agencies. 

People with memories of the early days of tv in Springfield, Mass., will tell you about 
the late agencyman Charles Sheldon's grandiose programing gestures. Example: 

Importing an 86-piece symphony orchestra and surrounding it with hundreds 
of canaries to sell John H. Breck's hair shampoo to women viewers in the area. 



In the early radio days when many a sponsor's wife or family served as a show's jury, 
the president of an Eastern oil company introduced a practice which made a 
classic anecdote of the business: 

He would bring his teen-age son (who was taking trumpet lessons) to re- 
hearsals and have him pass judgment on the orchestra's performance and repertoire. 
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MARKETING 

ll'onhnunl from /«//,'<• 2'^ I 

a demonstrable feature for t\, *av s 
t rcttrut* Huntington, Ivli director of 
-ale- de\ elo|)ineiit. "We went to tin* 
glvcerine manufacturer*' association 
1 1 niv flit ion at the Waldorf a few 
month* ago and talked to main cheiui- 
eal engineers and research people in- 
formalh and the*. -aid that the 'foam' 
or ■(i//* tliat ghei a product action 
on television i- eoii*eiou~h thought of 
and developed in the laboratories. ' 

In grocer*. -distributed products, this 
applie-, for instance, to the visible. 
-oluhilitv of instant beverage- (even 
though the actual film commercial* 
ma \ use chemical additives with the 
product for better demonstrabilit) 

Pricing in ul budget: It's an old law 
of economic* that you can price lower 
when \ou -ell fa-ter and t\ doe* turn 
over merchandise faster, according to 
man*, client* with t\ -ad\ crti-ed mas— 
appeal product*. Hut price*? are affect* 
ed b\ so main other factor*, ftich a> 
competition, cost of operation, margin 
of profit, that isolating one part of the 
co*t of marketing as instrumental in 
determining price i* unrealistic. 

T\ ha*, however, been a factor in 
lowering price** in several product 
categories from hair >prav * to tv sets 
to home permanents bv stimulating 
faster national distribution and bigger 
sales. While it would be impossible to 
make up a price scale correlated to tv 
effort, marketing men. such a* George 
Park, president of Market Planning, 
subsidiary of McCaini-Ericksnn, feel 
that there i- a tie-in between pricing 
and t\ that is not to be ignored be- 
cause of the sales and distribution im- 
pact of the medium. 

"Tv has also upset the historic budg- 
et approval function in old-line compa- 
nies." Park told sponsor. "To take 
advantage of network tv time opening 
up. most companies have had to be 
more flexible with their budget pro- 
cedures. Many have established con- 
tingency funds or even monthly budget 
sessions. It isn't unusual either to 
have a midnight meeting of the board 
of directors for a sudden network tv 
appropriation." 

Apart from the budget operation it- 
self, t he process of marketing products 
ha* become more complicated in *ome 
respects. For instance, the expansion 
of flav or, color, package and size lines 
lias been an impetus to more promo- 



tional uttiv ity in virtually even plia-e 
of marketing, and hence has taken up 
sonic of the monies saved tlnoiigli i e- 
dueeil trade call- bv the side-men for 
example, 

I v it*elf ha- made greater demand* 
upon clients and their tiade foi pro- 
motional tie-ins and in-toie inert ban- 
di*iug than any other medium, partlv 
because the station people theni*elve- 
arc le** willing to take over thi- ex- 
pense to the *anie extent a- the news, 
paper* have been willing to. \t the 
-aine time, a client with a multi-mil- 
lion investment would not he likeh to 
allow it to go unmcrc-haiidi-cc] ami un- 
proinoled. 



\n \. ( .. Niel-eu -tndv of the advei- 
ti-iug of 20 grocerv piodml maiiiifai ■ 
turei* shows thiit m-twoik tv io-e fiom 

20. I' , of theii total lO.V', budget- to 
11.2'. of their IT," budget- and ke|»I 
climbing. >av- J. () Peikhain. exet li- 
the v.p. of \. (,. \ic|-eii: ". . . 'Ibis 
add- up to -nh-taiitiallv iiu reaped 
lolllpetitive prewsnie on food -loit 
[irodlll t*. Ill the aggiegate. we believe 
till- pre-slire v\ill be even gieatei in 

i«r>:." 

llii- intensive t oittpetitioii ha- three 
immediate effect*: • I 1 pie— lire foi 
cuinpetitive pricing i foi in-tauce. fi o- 
/cu food-, according to (.amphcll **oii|) 
Co. executive-, acljn-ted theii price- 



FOR UNMATCHED COVERAGE OF 
STEUBENVILLE-WHEELING 



52nd TV Market 



^|WSTV-TV 



CBS-ABC • 234, 500 WATTS 




OHIO/W. VA 





HERE ARE THE FACTS: 

STATION — Covers 320,957 TV homes in 30 counties of Ohio and W. Virginia. 
62% more tower — 53,538 more TV homes than the Wheeling station. Lowest cost per 
thousand TV homes. Over 80 top-rated CBS and ABC Network shows. Total coverage of 
1,125,500 TV homes, including Pittsburgh. 

MARKET — Center of U.S. steel, coal and pottery industries. Fastest growing 
industrial area in the world. 1,418,800 population. More than $2 billion yearly pur- 
chasing power. Center of the Upper Ohio River Valley, rich in natural resources. 
Includes the highest paid industrial workers in the world. 

Ask for (1) Showing of new color slide film, "How to Make Money in the Steel Market." 
(2) Chart, "How to Measure Your TV Results." (3) "Directory of Retailers and Wholesalers in 
Steubenville-Wheeling Market." 



WSTV-TV 

STEUBEN VILLE, OHtO 

CHANNEL 9 234.500 WATTS 
Represented by Arery-Knodel, John I. Lam, Eiec. VP and Cen'l Mjf Rod 
Gibson. Nal'l. Sis. Mgr.. 52 Vanderblll Ave.. N Y.C.. Murray Hill 3-6977 



• Member el 1 he Friendly Crsop 
WSTV, WSTV-TV. Steubenvllle: 
K0DE. K00E-TV. 'oplim 
W80Y. WBOY TV. Clarksburg 
WPAR. Pjrtersfiurg 
WPIT, Piltiburgh 
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You're in 
good company 
on WGN-RADIO 
Chicago 




Top-drawer advertisers 
are buying WGN 

Join the nation's smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN's policy of high 
quality at low cost even more 
attractive to you. 




MY MOMMY 
LISTENS 

KiTE 

More Mommies and 
Papas in StlM> ^UCfcrtUO -- 
Listen Daily to KiTE Than 
to Any Other Station* 



NCS #2 



Call Avery- Knodel, Inc. 



downward as fast as the) did "because 
l\ ad\ertising helped them gain unex- 
pected Ij rapid national acceptance. 
gi\ ing litem a sales turnover that made 
lower pricing practicable'" I : (2) con- 
stant improvement of product, packag- 
ing, taste, choice of merchandise; (3) 
more and more t\ advertising with em- 
pha>is of in-More promotions of it as 
an assurance of maintaining good .-helf 
positions. 

Sales forces Tv has forced salesmen 
on the wholesale level to be more ad- 
\ ertising-conscious and better schooled 
in the techniques of advertising. 

"T\ has brought down the selling 
cost to the manufacturer and retailer 
both because of quick acceptance for 
the product," sa\s Coinpton senior \ .p. 
Jack l\ee>. "Some manufacturers now 
require smaller sales staffs in particu- 
lar areas, but more men totalh be- 
cause of better distribution. "' 

Taking an over-all view of selling in 
America todax. Edgar Nelson, v. p. of 
Market Planning, told sponsor: ••In- 
flation has caused a higher operating 
cost for retail outlets Retailers can't 
afford to hire and train a top sales 
force as they used to do before World 
War 11. Therefore the retailer in gen- 
eral cashing in on tv'e effectiveness 
as hi* sales force in the home In 
counting on customers to walk into the 
store presold. Thus the trend over the 
past 10 years has been for a rise in 
retail sales, but a decline in number of 
salesmen." 

On the level of manufacturers' sales- 
men. George Park, president of Mar- 
ket Planning, sees a similar trend. 
"The national physical selling force of 
the L .S. evaporated in 1942 and has 
never been rebuilt. ' he told S"ONSOi?. 
" IV has been a major cause in mak- 
ing ?uch rebuilding unnecessary, be- 
cause it has literally taught people 
how to buy. Today people go into a 
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It's not square miles, but 
SALES THAT COUNT! 

In Madison, Wisconsin, VHF adds 
more to your cost than to your 
coverage. With WKOW-TV you 
deliver 70% as much share of 
the audience* at only 45% of 
the cost. 
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■store ami make their own selection. 
Hven iti hard goods, thev waul tin* 
*ale*ntan In talk <>n!\ prict» and mil- 
dilion* and delivcrv, 1 1 1 « - x will choo<.e 
tilt* In. mil and model for them«ch e*. 

In the appliance field thi* sales 
trend lias hail a va*l elTecl all the wav 
down the line from the niannfaetiirer 
to the retailer. "Take the electric hand 
iron." *av* I 'ark. "Before the war. a 
iiiannfactnrer might ha\e had 2d mod- 
el", and a dealer preltv well had to 
stock up on all of them to give the 
consumer hi* choice. Tut I in the manu- 
facturer might have a maximum of -i\ 
different model*, lie j > u t ~. a gal on tv 
to -how how a model work*, and the 
cii.-tonier. itlentifv ing with the pal on 
tv. i- -old without need to compare 
with tlo/ens of other l\pes of irons. 
Certainlv tv put o\er the combination 
*leani-au<l-tlrv iron." 

For the retailer this effect iv eness of 
Iv demonstrations has had *ev eral ma- 
jor effects: 

• lie needs less Moor space per cate- 
gorv of appliance* and doe*n*t him* to 
lock up as much capital in each t\ pe 
of item. 

• lie needs le*s display inv enlorv . 

• lie requires le*s personnel and 
lime expense. 

• He has a higher turn-over of mer- 
chandise. 

Sulmrlihi : Marketing experts agree 
that one of the mo*t important factor* 
to revolutionize consumer habit* and 
marketing in the pa*t decade ha* been 
the suburban, evurban and "inter- 
nrhan" population shift. I See sponsou 
i> June for anahsis of Inlerurhia and 
its effect on broadcast media. I 

Manufacturer:- have found that suh- 
nrhia \ ieltl* a particularly rich con- 
sumer market hecause til families 
tend to he larger: i2l incomes tend 
to he higher: (3i the urge to buy and 
improve the standard of living is more 
acute. 




Television ha* both profited from 
thi* population liend and ha* helped 
to emphasize it* consumption pat- 
tern*. I' ir*t of all. the mcilimii ha* an 
in-built advantage in c(impari*on with 
print media \v lien- it- coverage of *uh- 
iirbia i* concerned. \\ here a metro- 
politan iievvspapt'i might have a thiee- 
or full i' -count v coverage, a Iv -tation i* 
likelv to embrace within it- ratlin* two 
or three time* a* broad an area, with- 
out an increase to it- co-l of operation. 

I* iirtherniore. the lfi*nrelv pace of 
suburban living gencrallv promote* 
more hour* of tv viewing. *o that tv* 
influence i* *trunger in shaping the 
having habit* of -nhurbaii fainilie*. 

One category id product* that is an 
example id the dual effect of suburban 
liv ing and television i- the *oft drink. 
"''I he family -size bottle ha* reallv been 
put over by television. " a KM* account 
man told spuNsoil. 

Convenience packaging, which lia* 
heconie such a major factor in groeerv 
product* particularlv . have gencrallv 
been keyed to suburban -liv ing habit* 
and have u*eil tv exten*ivelv to be- 
come accepted bv the public. The*e 
include such direct tv phenomena a* 



tv tlinnei* ' and -nth induct t bv- 
piotlnit* a- fro/en meal- and other 
< | it i < k-to-piepaic. ea*v -to-iuake food*. 

"National economy : I he piohlem id 
the \meiican ci onoiiiv and it- iinuiu- 
factiui'r* todav i* not one of produc- 
tion, hut lather tin- t hallcngc to have 
maikcting anil -filing cati h up with 
our ahililv In jnoihice. "We have to 
im iea*e i < 1 1 1 - N 1 1 1 1 it iKii. *;iv* J \\ I - 
\rno Jollll-oll. "to keep a healthv 
econoniv . 

Ilieiefoie. tin einplia*i* i* on inno- 
vation* ami new proibit l». ""Mine tv 
obsolete- product- f;i*tei than anv oth- 
er medium, it help- maintain the pub- 
lic hunger for more and bettei prod- 
uct*. 

"Three out of Ht of the brand leafi- 
er* of I U I7 lo-t out in the pa-l 1<> 
vears beciiu*!' thev didn I know how 
to cliauife over fa-l enough, concludc- 
Ktl Nel-on. Market Planning v. p. " is 
can't make up for deficient product 
tpudilv. -o if a guv i*n t getting re- 
order-, there- probably -oiiielhin*.' 
wrong with hi- product, lint if there 
isn't, tv is certainlv effective in pro- 
duct!]" sales." ^ 



By all accepted standards 
KSTN leads all stations in the 

BIG STOCKTON, CALIFORNIA MARKET! 

Station Audience Shares 
Monday through Friday 
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7AM-I2N 


I2N-6PM 


7AM-7PM 
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28% 
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Station F 
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15 
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Misc. 
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7AM- I2N 


I2N-6PM 


KSTN 




39.8% 


30.3% 


Station B 




14.7 


24.9 
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Station D 




7.9 


10.7 


Station E 
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5.t 


Station F 
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7.9 


Station G 
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6.6 


Station H 
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2.t 


Station 1 
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GET YOUR MESSAGE 
ON THE MAGIC 

GOLDEN SPREAD 

WHERE GREAT 
THINGS ARE 
HAPPENING 
AND . . . 




KANSAS 



OATIAHOMA 



IS THE 

BIG BUY! 

l , : j 



* Over 100,000 TV Sets 

* Nearly $200,000,000 in Retail Sales 
in the Area '■ . 

SERVED BEST BY 

BIG 4 

POWER: Visual 100 KW 
Aural 50 KW 

Antenna Height 833' above ground 

KGNC-TV 

Channel 4 

AMARILLO, TEXAS 




Reps at work I 



Bill Shaw, radio salesman for Headley -Reed. Chicago, tells how his 
rep firm is bringing the station to the timebuyer. "When we call 
on a buyer, we play a tape recording of the station's personalities 
(the t\ salesmen use film), then document the station's market data. 
1 he tape recording shows how personalities handle the commercials 
and conduct their shows. The 
market data includes food and 
drug statistics, the labor force and 
when it goes to work, peak auto- 
mobile driving times, ratings and 
cpm for any quarter-hour period." 
The salesmen do this largely in be- 
tween campaigns, "which is when 
the selling should be done an} - 
way. But if a call comes in from 
.an agency where this station pres- 
entation hasn t been given. tbe\ 
make a point of showing it so the 
buyer will ha\e the best possible picture of the station and market 
he's evaluating. This practice started last summer. Bill notes, and 
has been the most successful rep-buver method so far developed. 
"Now buyers in many agencies wouldn't think of any other way of 
buying from us. We think the entire industry will eventualh sell 
this way, and it will increase the effectiveness of the timebmer." 




John Pearson, radio programing consultant. The Katz Agency. .New 
York, says: "Much of the concern I felt about pioneering a new 
function at Katz as radio program consultant disappeared my first 
day on the job when 1 was handed letters and wires from our sta- 
tions. The almost universal response was that Katz has hit upon a 

very sound and progressive idea in 
employ ing a program consultant. 
Many noted that stations through- 
out the couritn have improved 
their position immeasurably with 
free exchange of ideas with other 
successful stations. So my first 
step is to take a nationwide trip, 
not as a consultant, but as an ob- 
server of programing. My feeling 
is that there are many ways in 
which a station can be successfully 
programed. In the field I 11 study 
network affiliates as well as independents, rural stations as well as 
urban. I'll supplement my knowledge of programing by closely 
observing a cross-section of the main different U pes of successful 
operations today. Then through the interchange of ideas we can 
help our stations reach their maximum effectn eness in program 
conception and staging: program balancing and audience impact. 
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HERALDS A 



REVELATION 

TTTTTTTTT 



FOR . . . . 



WSAU-TV 




$$'\X drum's squires, THE 
MEEKER CO., INC, have 
just proved beyond a dragon- 
shadow of a doubt that 
WSAU-TV is a good buy. 
^5>ir ISTUrit invites you to 
"round-table-it-up" with the 
MEEKER MEN for this vi- 
tal, fast moving, fact reveal- 
ing presentation. 



WAUSAU, WIS. 





Tv and radio 
NEWSMAKERS 




OWNED ANO OPERATEO BY 

WISCONSIN VALLEY TELEVISION CORP. 



No rman Knight has been promoted to 
president of tlie Yankee Division of RKO 
Teleraclio Pictures I including WNAC and 
\V\ AC-TV. Bo>ton I. In making the an- 
nouiicpinent. Thomas F. O'.Neil. president 
and board chairman of RKO Tele radio Pic- 
tures, said. "At the present time the Yankee 
Net work. WNAC Radio and WXAC-TV are 
operating at the highest business levels in 
their historv. This h a tribute to the entire staffs of our New Eng- 
land operations and to Norm Knight's competitive spirit and in- 
tegrih. ' Knight went to Yankee a* executive v. p. and general man- 
ager in 1954 from WAB1). New York. Previously he was eastern 
manager of station relations at MBS and has served in almost even 
station eapacit) : promotion, announcing, continuity, sales and man- 
agement. He was also v. p. and advertising manager for sponsor. 

Larry H. Israel will take over as general 
manager of WAAM on 5 August, the date 
the Westinghouse Broadcasting Co. as- 
sumes ownership of the Baltimore station. 
Israel currently is v ice president and gen- 
eral manager of WENS. Pittsburgh, and 
KMGM-TV, Minneapolis-St. Paul. Prior to 
that he was with WDTV I now Kl)KA-TYl. 
Pittsburgh, for five years. He started with 
\v Ul \ in 1948 when the station when on the air. serv ing in turn 
as news and special events editor, operations manager and sales 
manager. Israel's "Experiences and success in all phases of telev ision 
broadcasting will make a significant contribution to the effective 
management of not onlv the Baltimore station but also the West- 
inghouse Broadcasting Co.." said Donald H. MeGannon. \^ BC presi- 
dent.' Change of WAAM's call letters to WJZ is before the FCC. 

Odin S. Ramsland, vice president and 
stockholder in Red River Broadcasting Co. 
(KDAL-AM&TV. Duluthl. has been named 
general manager of the company. Rams- 
land has been with the KDAL organiza- 
tion for 20 vears. His new assignment and 
other realignments were made this week 
bv Mrs. Dalton LeMasurier, widow of the 
founder and president of the stations. 
LeMasurier died last \lav as a result of a plane crash in the Wyoming 
mountains. Other new assignments include: Robert A. Dettmau. 
vice president and chief engineer, named as executive vice president 
and continues as chief engineer: John Grandy. local and national 
television sales manager, continues in this position and become* 
assistant to Ramsland: Rex H. Hudson, local sales manager for 
KDAL Radio continues and acids national radio sales manager duties. 
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HO, HUM! It's the same old story . . 



MORNING 



AFTER- and 
NIGHT 




* LATEST ROCHESTER ARB REPORT, FEBRUARY 1957 



ROCHESTER, N. Y. 




National Representatives: 
THE BOLLING CO. (WVET-TV) 
EVERETT-McKINNEY (WHEC-TV) 




N ROCHESTER . . 

IT ALL 
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SPONSOR • 3 AUGUST 1957 




SPONSOR 
| SPEAKS 

The Times attack on TV 

There has never Keen tiny thing like television in ( 1 ) the 
degree to which it ha* become part and parcel of the Amer- 
ican marketing process and (2) the degree to which it is 
subject to attacks by competitive media. 

The mo.-l recent attack was perhaps the most surprising. 
It came in the form of a front-page story in the Ae/c York 
Tunes by distinguished tv- radio reporter Jack Could. 

The story said that after 10 years of boom, tv this year 
was "experiencing the Softest' demand for our time that it 
has known"*; that whereas at July s end. nighttime network tv 
is u.»ually about sold out. this year much lime is still available. 

The story happens to be inaccurate. 

As the Television Bureau of Advertising staled in refuta- 
tion: 

"ABC, CBS and NBC, three of the world's largest advertis- 
ing media, have more dollars sales firmly contracted for the 
1957-1958 season than ever before, sponsor last year 
reported 18 half-hour network availabilities and. in contrast 
its Tv/ Radio Basics issue shows 15 half-hours availabilities 
this year." 

No matter what yardstick you use — dollar sales, hours 
sold, prices paid — television is ahead of last year. It has 
continued its remarkable growth record. (Newspapers, mean- 
while, have declined 11.6 million lines in the first five months 
of 1957, according to Media Records.) 

What led the New York Times, then, to front page a purely 
business story — and one which was incorrect to boot? 

We believe it"s a question of emotion rather than delibera- 
tion. When the fads seem to add up to a tv crisis (and we 
suspect loose talk in some of the trade press about "panic 
buttons" helped distort the picture). Could and the Times 
could not resist falling into the trap. 

We suggest thai, as in every other area of business, emotion 
has little place in the evaluation of advertising media. Clients 
\\ill do well to disregard loose talk and study the facts. 

THIS WE FIGHT FOR: Radio will never be 

t 

in a better position than it is today to start 
publishing expenditures of its clients The time 
is ripe for buyers to urge that broadcasters get 
together to furnish this much needed data. 

00 





lO-SECOND SPOTS 

Heading: In the N.Y. Times — 
COMPUTER TO MEASURE 
BOREDOM OF AUDIENCE 

\e.\7 thing they'll put a yawn recorder 

on our television set. 

Meow-R: The Institute for Motiva- 
tional Research (see "Inside Dr. Dich- 
ter." page 33 I recently played host to 
the 1.000 families in the Croton, N.Y.. 
area who make up its consumer panel. 
Among the prizes for the kiddies were 
six kittens, offspring of a cat belong- 
ing to Jane Bedell, the Institute pro- 
motion director. The names of the 
kittens: Hidden Persuader. Point of 
Purchase. Miser) of Choice. Product 
Personality. Response Pattern and 
Night Beat (the latter is the onlv non- 
MR name I. The kittens' mother i- 
named plain Kitzel. 

Wide appeal: A press release from 
Schlitz Playhouse describing Michael 
Uandon, young star of its 9 August 
show, had this to say : "... he's had 
40 parts and starred in a horror pic- 
ture called 'I Was a Teenage Were- 
wolf.' " \ow there's a title really cuts 
across not only werewolves and were- 
uolj fans, but the rock 'n roll set, too! 

Response: KOWH, Omaha, staffers 
are wondering what to do with all the 
old radio dials they received following 
this gimmick promotion: '"KOWH — 
sent to you with a full mone\ back 
guarantee! If \ ou are not completely 
satisfied in 10 days, tear off the un- 
used portion of \ our radio dial and 
mail to us!'' 

Breezy: NBC Spot Sales — men. to 
point up "Hot Spots'' availahle. earn 
miniature haltery-operated electric fans 
which they turn on and place upon a 
timebuyer's desk. Could come in 
mighty handy for blowing away any 
papers that might resemble availability 
lists from rival reps. 

About time: Klavan & Finch, come- 
d\ team at WNEW. Xew York, have 
started a contest to find a name for 
the earth satellite to he launched next 
\ear. *AVe can t go around calling it 
'that there earth satellite' forever,"' says 
Klavan. But what if it doesn't fly. 
Orville? 

Muzak? Installing new equipment at 
KWG. Stockton. CaL Pacific Tel & 
Tel crews wound up with radio pro- 
grams beaming through phone lines 
when phones are put on "hold. Why 
buy a radio? Just phone KWG. 
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^s&fekwit New England- 



more people 
spend more time 



• watching 




Operated by Yankee Network Division, RKO Teleradio Pictures, Inc. 



